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Photo Finish and No Camera... 


Riddle: ‘When Is a Sale Not a Sale?’ 
‘When It’s a Registration, Says Ford 


Ford, Chevrolet Ads Are 
Both Claiming Victory, 
Using Same Data Source 


Detroit,,March 10—The sensa- 
tional car production, registration 
and retail race between Ford and 
Chevrolet in 1954 grows more con- 
fusing by the hour. 

And, informed sources say, both 
auto makers are ready to unleash 
gigantic advertising campaigns to 
support their respective conten- 
tions. 

Both companies claimed victory 
in 1954. Both paraded impressive 
sets of statistics to support their 
claims. 

Final figures on _ registration 
gathered by R. L. Polk & Co. gave 
the nod to Chevrolet by less than 
three days’ production—1,417,453 
units to 1,400,440 for Ford. The 
margin: a bare 17,013 cars (AA, 
March 7). 

Ford yelled that these figures 
didn’t tell the whole story—not by 
a long sight. It flashed a set of 
numbers based not on registrations 
alone, but on cars actually sold 
through retail channels. 


® These figures, also gathered by 
Polk, indicated that Ford was 


‘ahead by 25,257 cars. 

R. S. McNamara, Ford v.p. and 
general manager of the Ford divi- 
sion, gleefully pointed out that 
new cars registered in dealers’ and 
manufacturers’ names in December 
begged suspicion, when Chevrolet 
registered 56,802 of them, against 
14,838 for Ford. 

He said these cars, belonging to 
dealers—demonstrator models and 
maybe a few in stock—and to 
manufacturers’ installations across 
the country, should not be counted. 
| But he didn’t mention why no 
‘objection to this type of count had 
been raised in previous years. 
| Chevrolet’s general sales mana- 
ger, W. E. Fish, quietly accepted 
the year’s registration honors with: 
\“December sales broke the record 
| for comparative months and scored 
‘the fourth highest total for any 
‘month in history. 
| 
\® “Our continued domination of 
‘the automobile market now has,” 
/he said, “been verified by the just- 
‘completed state registration re- 
ports. They disclose 1,417,453 new 
Chevrolet passenger cars were sold 
last year, to establish a substantial 
lead over all competition.” 

_ Mr. McNamara just hollered all 


(Continued on Page 4) 


Consumers Are Ready to Buy Lots of Cars, 
Appliances, Homes, Federal Reserve Finds 


WASHINGTON, March 11—The 
Federal Reserve Board reported 
today that its 10th annual Survey 
of Consumer Finances finds Amer- 
icans optimistic, and ready to buy 
large quantities of cars, appliances 
and homes. 

Consumers looked ahead confi- 
dently. More people anticipated 
larger incomes than in either of 
the past two years, and few people 
were pessimistic about their pros- 
pects, the FRB found. Fully three- 
fifths predicted good times, com- 
pared with two-fifths in early ’54. 

The survey shows about as 
many new car prospects as last 
year, more customers for furni- 
ture and appliances than last year, 
and more buyers for new homes. 


® The studies are made for the 
board each year by the Survey 


Research Center of the University 
of Michigan. 

The underlying strength of the 
housing market was particularly 
impressive, with 9.6% of the units 
planning to purchase, compared 
with 6.6% at this time in 1954 and 
8.8% in 1953. 

The Federal Reserve Board said 
the demand was _ particularly 
strong among veterans. Another 
22.7% reported plans for home im- 
provement, compared with 19.6% 
in 1954 and 16.9% in 1953. The re- 
port said 28.7% signified an in- 
tention of buying furniture or ap- 
pliances, compared with 26.9% in 
1954 and 31.9% in 1953. 

For new cars, 7.6% were ready 
to buy, compared with 7.9% at 
this time in 1954 and 9.9% in 1953. 
Used car prospects were 7.2%, up 
from 6.5% last year. 


Wolfson, Avery Bid for Stockholders’ 
Proxy Votes by Using Newspaper Ads 


Cuicaco, March 9—Another 
round in the struggle between 
Sewell Avery and Louis E. Wolf- 
son for control of Montgomery 
Ward & Co. was fought today on 
Mr. Avery’s home grounds. Over 
2,000 people turned out here to 
hear Mr. Wolfson explain why he 
is attempting to wrest control of 
the company from Sewell Avery. 

Mr. Wolfson is bidding for the 
proxy votes of stockholders in or- 
der to replace the present board of 
directors of Ward’s. He arrived in 
Chicago yesterday to hold his fifth 


meeting with stockholders. 

He ran invitation ads, as he had 
for previous meetings, in four met- 
ropolitan papers. He also sent a 
telegram, inviting Mr. Avery to 
come and question him. 

Mr. Avery also ran ads in the 
Chicago papers. But their effec- 
tiveness may have backfired, ac- 
cording to Barnett Bildersee of 
Allied Public Relations, p.r. coun- 


told AA today that “Ward’s ad- 
(Continued on Page 68) 


sel for the Wolfson-Montgomery | 
Ward Stockholders Committee. He | 
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Irresistible Force? Immovable Object?... 


| Agencies’ Role Is 
More Than ‘Making 
Ads,’ Says Crisp 


Cuicaco, March 10—The job of 
advertising agencies in today’s 
marketing world is to increase 
sales, not just to “make ads,” 
Richard D. Crisp, research direc- 
tor, Tatham-Laird, said today in 
‘outlining the “undeclared war” 
between agency copy and research 
‘men before the Copy Club here. 
“Advertising may be the single 
‘(}most important element in an 
agency’s work,” he said, but the 
agency today is also concerned 
with product, merchandising, and 
many other activities. 

He pointed out that Tatham- 
Laird has even suggested to cli- 
ents, on the basis of research, that 
they undertake new products. 

Comparing the ad role of an 
agency with that of a member of 
a family, he said, “It’s great to be 
an only child, but there may turn 
out to be brothers and sisters, and 
we all have to grow up some day.” 

“The volleys fired against re- 
search,” he said, “have been fired 
by giants of the past moving to- 
ward Valhalla.” 
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MR. WIGGLE SLINKS AROUND—Laven- 
son Bureau of Advertising, Phila- 
delphia, prepared this teaser ad for 
Wilkening Mfg. Co. of the same 
city, to draw traffic to the Wilken- 
ing toy exhibit at the 1955 Toy 
Fair, without divulging too much 
detail on the toy itself. The Tana 
Hoben photo suggests the “wig- 
gling” motion of the new toy, 
which will be known as “Mr. Wig- 
gle.” The ad ran in toy trade pub- 
lications. 


N. Y. Stations 
0. K. Code to End 
Bait Commercials 


New York, March 10—All ex- 
cept two major radio and televi- 
sion stations serving metropolitan 
New York have adopted a set of 
standards governing acceptance 
of advertising from companies 
which seek leads for home demon- 
stration and home selling. 

The agreement to check bait 
advertising, entered into by 24 

(Continued on Page 8) 


® Though many activities which 
are called advertising research are 
unworthy of the name, he said, 
“it is, after all, our job—in re- 
search—to help you do your jobs 
better.” 

The session of the club, compris- 
ing Chicago copywriters, had been 
billed as a debate over the respec- 
tive merits of copy and research 
between Mr. Crisp and James D. 
Woolf, advertising consultant and 
writer for ADVERTISING AGE. 

Mr. Woolf, however, said he had 
not been told that he was to speak, 
let alone debate. Instead, however, 


(Continued on Page 4) 


Last Minute News Flashes 
Chanel Quits FC&B tor Weintraub 


New York, March 11—Chanel Inc., formerly a Foote, Cone & Beld- 
ing account, has named William H. Weintraub & Co. as its agency. The 
perfume company, whose billing is estimated at more than $300,000, 
had been with FC&B and its predecessor, Lord & Thomas, for some 
25 years. 


Staley Enters Laundry Field with Sta-Puf 


CuicaGo, March 11—A. E. Staley Mfg. Co., Decatur, IIl., starch man- 
ufacturer, is entering the laundry products field for the first time 
with a new clothing rinse, AA learned today. Called Sta-Puf, the new 
product—said to “make clothes softer and fluffier”’—is packaged in 


quart and half-gallon bottles. It is reportedly being tested in St. Louis, 
Dallas and other markets. 


Reichhold Names Pinkerman V.P. 


Waite Ptarns, N. Y., March 11—Reichhold Chemicals will announce 
Monday the appointment of Mark Pinkerman, advertising manager, 
as v.p. in charge of advertising and public relations. 


P&G Introduces New Version of Lilt 


CINCINNATI, March 11—Procter & Gamble is bringing out a new 
home permanent, retaining the name of its old product, Lilt. The prod- 
uct will come in three styles—for casual wave, medium wave and very 
curly wave. It will be available nationally March 20 and will sell for 
$1.75. Advertising, through Biow-Beirn-Toigo, New York, will begin 
in one month. 

(Additional News Flashes on Page 69) 


| oe MW Battle on Fair Trade Issue Shapes Up, 
Sparked by Brownell Group's Report 


Political Armaments, 
Legal Precedents Are 
Mustered by Both Sides 


WASHINGTON, March 9—The fair 
traders are ringing the alarm bells 
again. 

They are fully aware that the 
60-man committee appointed by 
Attorney General Herbert Brown- 
ell to review the nation’s anti- 
trust policies is coming up this 
month with a report containing 
a strong anti-fair trade recom- 
mendation. 

There is no assurance that Mr. 
Brownell will decide to take the 
committee’s advice and pitch into 
a legislative battle to repeal the 
federal fair trade laws, but the 
fair traders know the stakes are 
high, and they are busily lining 
up their strength in Congress. 

The attorney general’s commit- 
tee has spent nearly two years 
looking into an array of anti-trust 
problems. While fair trade gets 
only a small section of the vast 
report, the majority recommenda- 
tion is unequivocal ‘on balance.” 
It says: “We regard the federal 
statute exemption for fair trade 
pricing as an unwarranted com- 
promise of the basic tenets of na- 
tional anti-trust policy.” 


® The attack on fair trade is in 
keeping with the general position 
of the report, which is a strong 
indorsement of the “hard competi- 
(Continued on Page 65) 


Tops by 12.5%... 
‘Digest’ Wraps 
Charter Ads in 
Fattest Issue 


PLEASANTVILLE, N. Y., March 11 
—Reader’s Digest will bring out 
the thickest issue in its 33-year 
history in April—the issue that 
will carry its first advertising. 
Thirty advertisers will be repre- 
sented, with 21 full-color pages, 
two pages in two colors and nine 
in b&w. 

Pioneer Digest advertisers are: 

American Telephone & Tele- 
graph, America’s Electric Light & 
Power Cos., Assn. of American 
Railroads, Borden Co., Chrysler 
Corp. (Plymouth), Douglas Air- 
craft, Eastman Kodak, Economics 
Laboratories (Soilax), Ethyl Corp., 
Federation of Swiss Watch Man- 
ufacturers, Ford Motor (Ford 
cars), General Electric (mixes), 
General Foods (Jell-O), General 
Mills (Betty Crocker). 

Also, Goodyear Tire & Rubber, 
/Greyhound Corp., Johnson & John- 
son (baby powder), Kraft Foods, 
Life Savers, National Cash Regis- 
ter, Parker Pen, Procter & Gamble 
(Prell), Remington Rand (elec- 
tric shavers), Scott Paper, Socony- 
Vacuum Oil (Mobilgas), E. R. 


(Continued on Page 68) 
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Ad Specialty 
Group Prevented 
Competition: FTC 


WASHINGTON, March 10—The 
Federal Trade Commission ruled 
today that manufacturers and job- 


bers belonging to the Advertising 
Specialty National Assn. illegally | 
conspired to prevent price compe- 
tition in the sale of advertising 
specialty products. 

The decision by Chairman Ed- 
ward Howrey reversed a finding 
by Hearing Examiner Frank Hier, 
who ruled in October, 1953, that 
pricing practices within the indus- 
try appeared to be in compliance 
with the anti-trust laws. 

Chairman Howrey reviewed the 
history of the association, pointing 
out that jobbers repeatedly passed 
resolutions calling on manufactur- 
ers to fix “fair trade” prices on 
their products. Manufacturers in 
turn, he said, adopted resolutions 
signifying their intention of com- 
plying with the wishes of the job- 
bers. His opinion included the text 
of a letter from the secretary of 
the association warning the job- 
bers that: “The worth while and 
responsible jobber will not handle 
a line unless the manufacturer sets 
and maintains the price. He can- 
not afford to put his selling efforts 
behind a product which is unstable 
pricewise.” 


® Chairman Howrey emphasized 
that there was no price conspiracy 
among the manufacturers. He said 
the products of various manufac- 
(Continued on Page 44) 


Bernbach 


Doyle 


Collings 


NO BULK, NO BULGE—That’s boast to be made for the new Buxton line 

of contour billfolds in an upcoming ad campaign to run in Ladies’ 

Home Journal, Life, Seventeen, The New York Times Magazine, 

and The Saturday Evening Post. The publications will carry full- 

color pages. Here, William Bernbach and Ned Doyle of Doyle Dane 

Bernbach, and Dana Collings, Buxton president, examine the mer- 
chandise in front of blow-up of the opening ad. 


54 Industrial Ad Budgets Up to 4c 
for Each $1 in Sales, NIAA Reveals 


CLEVELAND, March 8—Lumber 
and lumber product companies last 
year sponsored advertising 
amounting to about 4¢ for every $1 
in product sales, the highest ratio 
in 13 industrial fields. 

Distributive and service indus- 
tries, lowest on the comparative 
totem pole, spent 7/10 of 1¢. 

The figures popped up from the 


WASHINGTON, March 9—The De- 
partment of Justice today sent the 
Senate interstate commerce com- 
mittee an informal report which 
was painstakingly noncommittal 
concerning the anti-trust issues 
raised in Harry M. Plotkin’s con- 
troversial report on television net- 
work regulation and the u.h.f. 
problem. 

As counsel for the Democrats on 
the committee, Mr. Plotkin had 
charged that option time provi- 
sions of FCC’s “Chain Broadcast- 
ing Regulations” were giving net- 
work advertisers a competitive ad- 
vantage over national spot, which 
might violate legal principles es- 
tablished in the Supreme Court’s 
ruling outlawing the block booking 
practices which were used in the 
motion picture industry. 


® In a letter to Sen. Warren Mag- 
nuson (D., Wash.), the committee 
chairman, Deputy Attorney Gen- 
eral William P. Rogers promised 
today that his department “will 
continue to be alert to possible 
anti-trust violations in the broad- 
casting field.” But, he said, “It 
would be inappropriate to report 
upon any particular complaints.” 

Mr. Rogers said the department 
“is not sufficiently informed” to 
comment on Mr. Plotkin’s sugges- 
tion that it might be better to 
abolish FCC’s rules and force the 
industry to operate under ordinary 
anti-trust laws. The deputy attor- 
ney general said FCC ought to an- 
swer this one. 

Mr. Rogers did say, however, 
that courts have held that same 
“standards of accountability” exist 
under the anti-trust laws that are 
applied to unregulated industries. 


= “Perhaps as a consequence of 
the opinion in this case, there is 
an implication in Mr. Plotkin’s 
second question that if the chain 
broadcasting regulations were 
abolished, the networks would be 


subject to higher standards of ac- 


Justice Dept. Skirts Anti-Trust Angle 
in Plotkin Report on Network Television 


countability under the anti-trust 
laws than is presently the case.” 
He said the department regards 
the questions raised by Mr. Plot- 
kin to be of “great importance.” 
“It is essential in a free society 
that access to a medium of com- 
munication as influential as tele- 
vision be limited only by the pub- 
lic interest and the inherent na- 
ture of the phenomena that make 
broadcasting possible. It is also 
essential that those granted access 
to that medium compete without 
restraint so that there will be a 
maximum of competition in the 
dissemination of ideas. 
“Consequently, all government 
agencies charged with jurisdiction 
in this field must be alert to any 
possible encroachments upon the 
broadcaster’s ability to compete.” 
FCC is supposed to file com- 
ments on the report by March 18. 
Meanwhile the committee is still 
trying to find a chief counsel to 
conduct investigations into the 
monopoly aspects of tv networks. 


FRANK A. (BUD) BEREND, with Nation- 
al Broadcasting Co. in Los Angeles 
for the past 13 years, will join the 
Los Angeles office of Warwick & 
Legler May 1 in an executive ca- 
pacity. Prior to coming to the West 
Coast, he was ad director of the 
Pontiac division of General Motors. 


National Industrial Advertisers 
Assn.’s 1954 budget survey, cover- 
ing the methods, timing and re- 
sponsibility of budget-making, 
plus nine other advertising break- 
downs. 

Based on replies from 412 com- 
panies, advertising expenditures in 
relation to sales were tabulated as 
follows: 


® Lumber and lumber products, 
3.9%; instruments and related 
products, 3.2%; paper and paper 
products, 2.9%; miscellaneous, not 
classified elsewhere, 2.7%; ma- 
chinery (except electrical), 2.6%; 
fabricated metal products, 2.3%; 
stone, clay and glass products, 
2.2%; chemicals and chemical 
products, 2.1%; rubber and rubber 
products, 1.9%; petroleum and its 
products, 1.8%; electrical machin- 
ery, 1.8%; primary metal refining, 
9%, and distribution and service 
industries, .7%. 

The survey committee, headed 
by R. Thomas Willson, advertising 
director, Baker-Raulang Co., 
Cleveland, reported a 11.5% return 
to questionnaires. The committee 
said the replies showed: 


® 1. Advertising budgets for 1954 
were generally higher than 1953 
expenditures. 

2. Budgets are not inflated “‘but 
are arrived at realistically.” 

3. November is the big month 
for submission of budgets, Decem- 
ber the big one for budget approv- 
al. 

4. Salaries and administrative 
costs are still not considered as 
part of the advertising budget by 
most companies. 

5. Use of general magazines by 
industrial advertisers appears to 
be slightly increasing. 

6. Radio and television is used 
by “a very few companies” with 
allied consumer products or with 
strong consumer institutional cam- 
paigns. 

7. Mainstay of most industrial 
budgets are the technical and 
trade magazines. 


# 8. As to top management re- 
sponsibility, the sales manager is 
still important. However, v.p.s for 
sales or presidents, depending on 
company size, are “taking more 
and more interest” in industrial 
promotion. 

9. Agency assistance in budget 
preparation is used “to some ex- 
tent” by nearly all the respondents 
having agencies. 

10. Measurement of advertising 

(Continued on Page 6) 


‘Chance for Independents’ 


Advertising Age, March 14, 1955 


From Baking Mixes, the 
License Network Expands 
to Cutlery, Barbecue Fuel 


By Milton Moskowitz 

IrHaca, N. Y., March 8—As a 
label, Duncan Hines has been a 
success for the most famous eater 
and sleeper ever to come out of 
Bowling Green, Ky. It has also 
done so well as a product label 
that the franchise program built 
around his name has now moved 
into the appliance field. 

If his name can sell appliances 
the way it has food, then manufac- 
turers in still other industries may 
soon be making the pilgrimage to 
this college town in upstate New 
York where franchises are handed 
out, 

Handing them out—but not in- 
discriminately—is Roy H. Park, 
adman, publisher, printer, public 
relations counselor and the one 
who sat down at the Waldorf-As- 
toria with food evaluator Duncan 
Hines and sold him on lending his 
name to manufacturers in need of 
a publicly known label. 


® In six years, Mr. Park has de- 
veloped a franchise operation that 
has been called “the last chance 


vehicle was Hines-Park Foods, 
which licenses food manufacturers 
to use the Duncan Hines name on 
their products. More than 100 li- 


proximately $50,000,000 a year in 
retail sales. 
The junior 


division of the 


for the independents.” His original | 


censees are currently making some) 
200 Duncan Hines products and 
ringing up an aggregate of ap-|the premise that there is room in 
‘the American market for a group 


Ithaca operation is Duncan Hines: 


Duncan Hines Name Sells Consumers; 
Licensees Volume: $50,000,000 a Year 


NEW! from America’s leading 


authority on good eating... 


Duncan Hinec- OO 
SPAGHETTI- MACARONI £4 
EGG NOODLES 


SPECIAL MESSAGE—The smiling 

countenance of Duncan Hines and 

his signature trademark are given 

billing on a par with the product 

pictures in this typical seven-cot- 

umn newspaper ad for one bracket 
of “adventurous” foods. 


Institute—less than two years old 
and already the sponsor of eight 
licensees making 50 different ap- 
pliance items. These include a 
Duncan Hines electric coffee- 
maker, a toaster, a pepper mill 
and outdoor barbecue grill. 


= Success of the program has been 
highly gratifying to Roy Park, 
president of both Hines-Park and 
the Institute, who launched it on 


of products with a strictly quality 
appeal. 
(Continued on Page 40) 


Philco Gives Peek 
at Its Color TV in 
Financial Report 


PHILADELPHIA, March 8—Philco 


new color television system in the 
company’s annual report to stock- 
holders. 


The report by president James 
H. Carmine and board chairman 
William Balderston pointed out 
that substantial progress was made 
in the development of color televi- 
sion “that is based on new prin- 
ciples and offers many advantages 
over the type of equipment pre- 
viously exhibited by other com- 
panies. 


“Philco’s color tube used in the 
system employs only one gun 
compared to current three-gun 
tubes, and provides a 21” rectan- 
gular picture.” 


® The annual report revealed that 
General Electric Co., Westinghouse 
Electric Corp., Sylvania Electric 


Products and Avco Mfg. Co. have 


‘taken licenses covering the Philco 


single gun tube and color tv sys- 
tem. 

In addition, Philco has entered 
into a broad cross-licensing agree- 
ment in a number of electronic 
fields with Western Electric Co., 
according to the report. 

The report predicted continued 
|keen competition in 1955, but 
voiced greater optimism because 
of greater consumer demand. 


Financially, Philco Corp.’s sales 
of all products and services de- 
clined last year to $349,277,000, 
‘compared to $430,420,000 total 
‘recorded in 1953. The 45-day strike 
last spring, together with the drop 
|in business, was given as the rea- 
son for the decline. 


partially took the wraps off of its | 


Don't Litigate, 
Arbitrate, Simon 
Tells Agency Men 


New York, March 8—An “in- 
creasing flood of open court liti- 
gations” in the advertising field 
today prompted Morton Simon, 
Philadelphia attorney, to propose 
that an industrywide arbitration 
panel be set up to settle legal dif- 
ferences “quickly, inexpensively 
and without publicity.” 

In a speech before the League 
of Advertising Agencies, a group 
which he counsels, Mr. Simon sug- 
gested that an interim committee, 
composed of people from agencies 
(representing management and 
employes), media and advertisers 
from all over the U. S. be estab- 
lished to investigate the feasibility 
of an arbitration panel. 

“Such a panel would keep ad- 
vertising litigation off the front 
pages,” he declared, “and that’s 
important to you folks.” 


® Mr. Simon said there was a pos- 
sibility that a separate arbitration 
panel for advertising might not be 
necessary, if the American Arbi- 
tration Assn. would take on the 
job. He added that the AAA draws 
its panels from about 13,000 inde- 
pendent arbitrators—‘“all of them 
experts in special fields’”—but 
only perhaps 50 or 60 of these per- 
sons are acquainted with advertis- 
ing. And most of these latter, he 
said, are media people. 


In years past, said Mr. Simon, 
there was a paucity of legal cases 
involving advertising problems. 
“But in April, 1952,” he said, “I 
clipped 29 different stories from a 
(Continued on Page 70) 
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Basford Expects to 
Top Record ‘54 
Billings in 1955 | 


NEW York, March 8—Although 
G. M. Basford Co. went over the 
$10,000,000 billing mark in 1954 
(AA, March 7), for the first 
time in its 39-year history, indica- 
tions are that it will reach an even 
higher figure this year. 

In a special trade press preview 
today of his annual report to the 
agency’s stockholders, Fred Ad- 
ams, president, said that the Bas- 
ford organization during the com- 
ing months will stress three areas 
of operation: new business, espe- 
cially in the chemical field; in- 
creased services in marketing and 
public relations, and expansion of 
the Cleveland office. 

Held 24 hours in advance of the 
annual meeting of stockholders, 
the preview meeting disclosed that 
the agency is wholly owned by 41 
stockholders, all of whom are ac- 
tive employes. “Basford has neith- 
er absentee ownership nor absen- 
tee management,” said Mr. Adams, 
adding “no one person has a con- 
trolling interest.” 


® Of its 56 accounts handled by 
140 employes, but one—presum- 
ably General Electric Co.—bills 
more than $1,000,000. Forty-nine of 
the accounts bill under $200,000, 
with 19 of these spending less than 
$50,000 per year. The agency still 
has its very first client—Franklin 
Railway Supply Co., New York— 
has serviced 17 of its current list 
of clients for more than 10 years, 
and 26 for more than five years. 

The agency’s public relations 
staff, established only three years 
ago, now handles 17 accounts, not 
all of which are advertising ac- 
counts of the agency. Its opera- 
tion “accounts for a_ substantial 
part of the agency’s annual in- 
come,” and its 20-man staff, 
headed by v.p. John Sasso, will be 
expanded during the next few 
months. 


® The agency has added 12 new 
accounts since January, 1954, of 
which five started with Basford 
since the beginning of the current 
year. A new chemical group has 
been set up, headed by v.p. Paul 
B. Slawter Jr., who came to Bas- 
ford from a position as head of 
the industrial division of Sterling 
Advertising (AA, Feb 28). 

Expanded market research and 
marketing services will be placed 
under the direction of John W. De- 
Wolf, v.p., known throughout the 
industrial advertising field for his 
work on readership studies. 

Current billing figures indicate 
that Basford is the largest agency 
in the country exclusively han- 
dling industrial accounts. 


| 


STRETCHIER—Sil-o-ette Sales Corp.,| 
New York, says it is using biggest 


WHO’S ZOO—Dealers in Carrier Corp. air conditioning equipment ex- 
pect to distribute thousands of copies of reprints of the Carrier ads 
running currently in The Saturday Evening Post. The reprinted ads, 
in specially prepared booklets called “Who’s Zoo in Air Condition- 
ing,” are a happy combination of fact and fancy about air condition- 
ing and its effect on helping to make cows more productive, chicks | 
fluffier and rabbits more efficient in testing wonder drugs. N. W. 
Ayer & Son is the agency. 


Dealers Are Tickled 
by Carrier's New 
Cartoon-Style Ads 


SyrRAcusE, March 8—Carrier 
Corp. has started a series of eight 
half-page advertisements in The 
Saturday Evening Post to promote 
its air conditioning equipment. The 
series, which combines fact and 
fancy, will run from March into 
July—the heavy buying season for 
air conditioning equipment. 

Leslie M. Beals, director of ad- 
vertising for Carrier, points out 


that the cartoon panels in light | 


style, combined with couplets, are 
backed by factual information. A 
small copy block at the bottom of 
each ad cites the facts to support 
the verse and goes on to explain 
how air conditioning can help peo- 
ple as well as animals. 

Reprints of the ads in a booklet 
called “Who’s Zoo in Air Condi- 
tioning,” have been ordered by 
Carrier dealers who have seen ad- 


vance proofs of the ads, They will | 
also use jumbo window posters to | 


tie in with the advertising and to 
invite passersby to drop in for 
free copies of the booklet. 


@ Mr. Beals says that the response 
from Carrier’s dealers has been 
more enthusiastic than to any oth- 
er advertising campaign which the 
company has used in the past 23 
years in the SEP. 

The campaign, which started in 
the March 5 issue of SEP, was de- 
veloped for Carrier by N. W. Ayer 
& Son, Philadelphia. 


New York, March 9—For the 
last few years, whenever a news- 
|paper or magazine space salesman 
|grew desperate in an argument 


against television, he would blurt 


be launched here on March 21. The 


| 


| 
| 


Tale 


sere 


New Daily Bows in 
San Gabriel Valley 


Covina, CAL., March 9—The San} 
Gabriel Valley Daily Tribune will 


Tribune will be published every 
day except Saturday, and will cir- 
culate throughout the East San 
Gabriel Valley. 

Publisher is San Gabriel Val- 
ley Newspapers Inc., headed by 
Carl P. Miller. 

The Tribune will absorb two of 
the newspapers now being pub- 
lished by the company, the Sun- 
day Valley Tribune and the Bald- 
win Park Tribune, both weeklies. | 
It will begin publication with 
more than 15,000 paid circulation. 


® Cities and communities covered 
by the Daily Tribune are Covina, 
Azusa, Glendora, West Covina, 
Baldwin Park, Bassett, Irwindale, 
San Dimas, Charter Oak and Pu- 
ente. 

The decision to go daily, the 
‘publisher said, stemmed from the 
rapid population growth of the 
East San Gabriel Valley, which 
now has over 145,000 people, with 
64,000 families. In 1946, the pop- 
ulation was only 41,630. 


Chicago Artists Directory Out 

The Artists Guild of Chicago 
Inc., 162 E. Ohio St., Chicago, has 
published its 1955 directory. The 
94-page booklet contains an alpha- 
betical listing of members, a classi- 
fication index and cross reference 
of members’ services and special- 
ties, a list of guild directory ad- 


vertisers and other information. 


out: “Well, if tv is such a super 
salesman, how come ‘I Love Lucy’| 
isn’t moving more cigarets me 
Philip Morris?” 

The same question must have’ 
been asked fairly often by the to- 
bacco company and its agency, 
Biow-Beirn-Toigo. This week 
Philip Morris confirmed a long- 


Senate Group Clears 
McConnaughey for 
FCC Chairman Post 


WASHINGTON, March 9—The 
Senate interstate commerce com- 
mittee today cleared the nomina- 
tion of George C. McConnaughey 
as chairman of the Federal Com- 
munications Commission. There 
was no record vote, and some 
Democrats have reserved the right 
to oppose the nomination when it 
is debated in the Senate. Its ap- 
proval is considered certain. 

The nomination was cleared by 
the committee last November but 
had to be reconsidered after the 
Senate adjourned without acting | 
on it. Mr. McConnaughey has been | 
serving as acting chairman for 


five months. | 


Philip Morris Leaves ‘Lucy’; Public 
Loves Her, but Cigaret Sales Shrink 


standing rumor: it will drop 
“Lucy” at the end of the current 
season, June 27. 

Where will the money saved 
(estimated at $45,000 a week for 
production, $93,957 a month for 
time) be spent? The tobacco com- 
pany said it would start a new 
print campaign April 1. On the list 
are Sunday supplements, r.o.p. 
color in newspapers and four-col- 
or pages in weekly, women’s serv- 
ice and store-distributed maga- 
zines. The company will continue 
to use broadcast media—it will 
continue sponsorship of “Public 
Defender” on CBS-TV and “My 
Little Margie” and ‘Tennessee 
Ernie” on CBS-Radio. And it will 
probably start a new tv spot cam- 
paign. 


= Nevertheless the company was 
belatedly bailing out of what was 
once indisputably the hottest show 
on television. Philip Morris put “I 
Love Lucy” on the air Oct. 15, 
1951. It made rapid headway, and 
by the spring of 1952 was riding 
the rating crest, secure in first 
place. Except for temporary dis- 
placements by Jackie Gleason or 
a special events shot, it’s been the 
top show on tv ever since. In the 
first Nielsen report after the pro- 
gram went on the air, “Lucy” was 
in tenth place—in the charmed 
circle first time out. 

Just how good the show is and 

(Continued on Page 44) 


Liquor Advertisers Put 


Magazines in ‘54 Than 


New York, March 10—Liquor | 
advertisers put more dollars and 
more pages into magazines in 1954, 
than they did in 1953, and bourbon 
—which got 29% of the space— 
was the top advertised whisky 
type. 

These are some of the highlights 
of Newsweek’s 1954 report on liq- 
uor advertisers in magazines, pre- 
pared for the magazine by Benja- 
min W. Corrado. 

Whiskies were responsible for 
80% of total magazine expendi- 
tures, and among whiskies this 
was the order of advertising pro- 
motion: bourbon 29.02%, blended 
whisky 28.8%, and Scotch 14.4%. 


= The top six magazines in the 
whisky classification from a page 
standpoint were The New Yorker 
(280.07 pages, mostly Scotch and 
bourbon), Life (206.27 pages, 
mostly blended and bourbon whis- 
kies), Time (210.51 pages, mostly 
Scotch and bourbon), Newsweek 
(162.82 pages, mostly Scotch and 
bourbon), Collier’s (150.25 pages, 
mostly blends and bourbon) and 


Highlights of This Week's Issue 


A plague of advertising awards 
has descended on us ...Page 12 
Science fiction is popular in tv 
ee eee Page 14 
Seven daily newspapers sponsor 
American market study .Page 15 
Dignity, docility hurt newspapers, 
says Jonathan Daniels ..Page 16 
Competitors crowd under one 
roof in N. Y. department 
store 
Famous film maker sponsors live 
television program ..... Page 17 
Chicago discounter takes over sta- 
dium for birthday party .Page 20 
Bait ads may soon be illegal in 
Pennsylvania .......... Page 21 


ad campaign ever run for a panty Mennen marks 75th year with tv 


girdle, starting with this March 14 


show on local business .Page 22 


Life page. Power mesh fabric is|Toy business faces most competi- 


said to give 30% more stretch. 


tive year in 1955 Page 25 


Gilbert Advertising is the agency. | Bowling on tv, local Chicago show, 


may go network ....... Page 26) 
Remington Rand is so busy it uses | 
150 business papers ....Page 34 
Admen are praised for integrity at 
newspaper clinic ...... Page 38 
Airbrush techniques made under- 
standable in new book ..Page 38 | 
Loose art ads pay off for S&W 
ee ee ah dns ccs 0 o< Page 38 
No one to speak so Design Engi- 
neering Show postponed a 
(ee Page 45) 
Ad agencies continue to pick their | 
best ads of 1954 ........ Page 47 | 
Negative copy is sometimes good, 
E. B. Weiss points out ..Page 48 
Travel ads, should they be impres- 
sionistic or descriptive? .Page 48 
Profit sharing plans gain accept- 
ance in ad business ..... Page 49 
Retail ads should say more to sell 


more, says Bedell ...... Page 49. 


| Looking at Radio & 
| Looking at Retail Ads 


Eye & Ear Man picks best tv com- 
mercials of the month ..Page 50 
Calendar art confuses some of 
our readers; orders’. flock 
OR TOVPEPTTTR TT. Te Page 53 
Olin Mathieson’s metals division 
boosts its budget for ’55 .Page 54 
N. Y. city council makes move to 
stop pay-as-you-go tv .Page 54 


REGULAR FEATURES 


Advertising Market 
Coming Conventions 
Creative Man’s Corner ............... a 
Department Store Sales .... wil | 
EGitorials  cocecccccceeccccsseeeeee posi 

Getting Personal ......... 


Place 


| 
| 


| 
Obituaries ’ 
On the Merchandising Front .... 
Photographic Review 
RGAE OOOGR © coceccecsasinctsnstzsrvsecesooses 


Salesense in Ads 


| This Week in Washington ..................... 32 


Voice of the Advertiser 52 
What They’re Saying 
You Ought to Know 


More Money into 


in ‘53: ‘Newsweek’ 


Cue (119.76 pages, mostly Scotch, 
blends and Canadian). 

These six magazines carried 
55.6% of the total magazine pages 
in the liquor classification. Here 
are their all-liquor totals: The 
New Yorker (432.26 pages), Life 
(262.77 pages), Time (240.84 
pages), Newsweek (180.80 pages), 
Collier’s (175.7 pages), and Cue 
(174.15 pages). 

From a dollar standpoint, six top 
magazines carried 79.8% of the 
magazine total of $23,580,570. They 
were Life ($7,871,392), Collier’s 
($2,926,425), Time ($2,845,949), 
Look ($2,645,907), The New York- 
er ($1,362,160), and Newsweek 
($1,174,709). 


® Bourbon’ advertisers boosted 
their expenditures 7.3%, blended 
whisky advertisers cut their ex- 
penditures 10.4%, and expendi- 
tures for both Scotch and Cana- 
dian whisky zoomed more than 
25%. Indicating a trend, gin out- 


(Continued on Page 33) 


It's Spring! ... 
Blatz Brewing 
Buys Up Daffodils 


MILWAUKEE, March 8—Looking 
for some signs of spring—a daffo- 
dil, maybe? 

You'll find tens of thousands of 
them in the hands of a Milwaukee 
brewery, though temperatures are 
freezing here. The brewery has 
practically cornered the market on 
them, but the “blooms” are arti- 
ficial ones, bought up for a spring 
promotion. 

Harold Colton, Blatz Brewing 
Co. sales v.p., says the firm has 
just about cleaned out Milwaukee 
and Chicago shops and suppliers, 
and the brewery’s agents have 
gone as far as New York for the 
flowers. He wouldn’t reveal the 
firm’s plans for their use—at least 


i not yet. 


> 


a se cs eS > ue ree a ect ht Pena OS ox mies 2 ah ts : poe Ane echin i UP ti de Se ce 2 : ir, wae Sk ere at é oe oc gis ; a " pins ‘ ve gE j 7 ‘ 2th 
Spepodey Pista oo) Bence Ste He Eg SIRS 2h Ap Set STI Lae HE hg PO : Fone, me aie eae nia ae ain eat SR a AZ Ey ak SRY Se Te a ea GS i alae ee NE : ye COS Pat AG aa iS Bai! ae 
4 sada rs F gale oy AB G a A de dens er, Sp gt A te As a Pe Aa eae Lee Lane tas, RR oor os tre ean, i“ A 12 he Bien eee cat} y 4 as Fy oh i gy . ac j wht aha fe bom ee | fe a {> ae: ~ es UER i ope Se, 
a 30 de? Me ’ Bay . * fee a eee § . ? meh A Neng ‘ “ASS Frag wk ; } 5 y y : : ty Bs . ae et Bee Tt , ’ Bey ’ 
‘ : i at ’ ' , . 1 y ; 
we : J 
Ro ae 
ee a . 
eee ee : ' 
vi ae 
aN 
i 
; % ~- men eee aoe: serene = ——- - 2 B 
ees WF 
oe ie 7 
. $ . M 
+ ~ * 
ae aan » 
= * AN, A 
aoe ‘ e = sae : 
a = : 
air condinaned hens have fluffier chicks oy comdationad cattle develop viromg phyeguer sir eonditinned coms ore more productoe 
; he 
° . 
, pita fe > t 
y, se ‘ OV 
: ~~ tak 
og ; . A | JS ses 
Ee aa iD Z, 
a7 we be or : ————— ] 
. : | | Cri 
es 1 
ae. fen 
ee at? conditioned bunnies do magical tricks tr conditined guinea page ulter swreter eewenks Bir contationed cats are more smsirective " 
ae ee | Ww 
a | > der 
th | 
oS : 
st y ] 
oe | , : Lif 
2s r “ 
se | wy B 
hd et 
ua , res 
| 
imagine what Carrier eir conditioning * tmageae what Carrier mr conditioning «, spmmnrine seat Conrber eit conditioning thr 
: ‘ailt. do for you? will do far you! te nll de for you! | 
ma 
Shee Mast! fo ane tou meeernes oF pint Like x Ree rms cee a Le a Sat’ in enone mney 6 net ae haw ge Siew at sks Secreto cae, Mente oe 5 eens be ——— 
= | Mbcecmy. wee ctesniened | step Carraro encbucene “an wes atten Gam OO nD | cee Cumear eonaeinnaae matin: Sguapreetges © tn xen 50 cnn ok 
| eens Seed wacww cel Songger comm RO BRE I TH he Cashes Gouin oom mean Rat CLD BEM — Gy De one. wah Saw Catraw Dube Se cia aaneoan de aaa 
Sr and susthen ae rad. onete weer er tnevmmeanns te oie caer: conmicaces tect. Sos maaeueneneEnaTe ms ass ne Mimostiy stu a th ang 8 a 
Sees memnas cm eiehen tal Guew Decree cw eumne Soares San Wieser govt tenet ei’ puiae SOOMOn A taRUESar wre Tom Ge wen tomed une Denker Otte Sr 
; eoneen arege’ Castine Be wim — be Cuer in Ser She Gren Mommies ere a ee nent 990 aneaed NOT mt One hie Comahie mie | 
Tone at ter sat aa ‘Whe tas a te towbunwe Seeae west cemapstage: Wak ke ms Gor Caan ere < f aaren cae uae te - 
See ete ney mane anyhoo vty ese ects tat SS Seeeaine voreres wonchure org’ "We coeeem whay Weash SIGS 10 Tg, La is 
Aeaey BrACRRC PRS RICA — ange bon eolor Povier etc wm Geteaen he Tudo Women — pomple. Cont: REY DAE RE nan RGU: Gane, amee-eeg Due ety tere tame | 
ean tne meceee SAORI Gh URINE me we RO” me Sorgen Fem Mey ree! — OTC NAS SS RIREE DARE LL oe» Senne, Age written deariey: hetpebegea4 | 
G ‘ yoo todeep ce ine hancagt Rahn: — HRPM mparetine. Breve &Y Ate waters eo Bee enn — Carer tenpreiun Serene E bu: 
Wiest * 
iene | bri 
Sahara 
are 
ee ies 
Bite, 
ef * gee 
a he 
| 
ss | 
ae | 
aoe 
4 a | 
ioe ae 
fees 
ey 
| | Po 
ee 
a a i a 
ora 
a Po Po 
: “ os Pe pe 
eerer 
ronal 
be 
ba eee 
riety 
' 
' 
Sy 
ea | 
es 
jae 
Bets 
sian 
Dae 
poi" 
rec 
ee 4 
Tay 
cr ae 
oe | 
i 
se ae 
i 
et al 
ie ’ Ne 
ee | 
% Pr aca : aN rig oo a as | 
ee ae « a, ae , Bs , | 
vi Guan eee a ea) aoe i oer: i 
oe! Agi ee es en ee 
; een, Ue Sania i see : 
sae hike i! i al sk ig : eae, Sen 
i a ee ee j 
a . ‘i ee i eS es : ie 
, - Dee sie ir ARS 5 Ane e 2 } 
ERT ar ehs,. “Ween ly pene nae aia ii: Sieg eee av eo) ale 
ali BOD oo ghee gaat Rel ge cond Rages ape a 
Jess, Poe Oe he Ce ey ga 
oe = ; : Hun € * . sanity gindie 
ol FAT Ra ee en ae eee Bs: sales 
a See pier bo 
e aie ii tial r “4 : * ik 
Se rn vidiinpiesine 
“ " . S a oi ~ 
oS ge “s ee SRR 
7 ri oa ee t Sema s hak 
eee : = 
aon 2 ae oe 
ene ae q ¥ ae go> ae 
i . ie ; i mae et 
2 = 2 ; 
lect Se Ba = 4 re ‘a 
a ya & 4 ‘ ie 
; Ss i i : 
 agenyy j scape Bose: 
; ] Sn. Sern seat oe 
a a Sco! 
ee 
‘ae 
es 
4 ee, | ee 
a ae 
Party, 
Ay dans 
ak : : ' ¥ var 7% : 
aie wa Daa mA 4 eee nape tee SHO ny wee URS aha As 2 Pieler Cee aly 2a ire SES EUAN SH : ; Spas ee : Pegs ee ee ai Pte) ae Moe ee Pot acl Oe ts gel eae os 
ys aa, - tig ‘i " a CS gage oe Mt ie. - Pe Sa oat eo oy ae Sse. ‘ i ‘ é nS, = Aa ft - ix et ene 5 a 95, » hor” : bmg Pees fe Bt Ped eaits hof M lS Vg hh, a apes = me 2 2 io pa Be op : 5 ia ada ed a < . j : am ae. we A > ie 
Oe, Pi hes et Sy Bg Tu on Sit rR ESS ee Mea Madey Py cle - % a ma ele aS 2 hy } Sets ‘ses Br We seg vy te + ie iy ee? tian io Nes ae en, ae Maree ke ag xis ee ek St ks <f ioe a ee pans ae 
“PTS RS eo a p ERS! ete J Pa Oe Loy eg ere S CRs ee ts dip, ae rina at Shaw, aA Reet Cee Bed ee ig, pe eg ie oe as ee ee Oe or OE i Eo poe Xe WR or en Pi yee im Se oe 5 ee at Way We A Ae eevee Pee ! ca 3 ees be he Sosa 
Se i See infest DA i, oo ge en Se TERE ARE, if ga Aa Wings i lh Ae Rint eo ate ere aR uae aitel  AEP  m e Sig e vyig Re io uae ae tie ST: a MIT OR oe Ot [Tae ee a te gat ls TAT ee. RAYS. Py ee : MOLT IS EUR ATE ee RS Si 


Agencies’ Role Is 
More Than ‘Making 
Ads,’ Says Crisp 


(Continued from Page 1) 
he defended the “giants moving 
toward Valhalla” and offered to 
take on all comers in a question 
session. 

He pointed out that just as Mr. 
Crisp had not entered a total de- 
fense of advertising research, he 
would not offer any blanket con- 
demnation. 

He pointed out that the historic 
Lifebuoy campaigns based on 
“B.O.” were not conceived as the 
result of research but simply 
through the imagination of an ad- 
man. 


® He said he feels much research 
is useful, but that, “You don’t 
build an ad the way you build a 
bridge—in terms of stresses, etc.” 

Mr. Woolf cited motivation stud- 
ies for Gold Medal flour in which 
he was involved in the past year 


as examples of worth while re- 
search. 

“When all is said and done,” he 
said, “it’s still a matter of judg- 
ment——whether research is needed 
and why, and what use can be 
made of it when it is done.” 


Albert Lasker Left 
$11,574,455 Estate 


to Wife, Foundation 


New York, March 11—The late 
Albert D. Lasker, one of the best- 
known names in advertising and 
long-time head of Lord & Thomas, 
left a net estate of $11,574,455 
when he died in May, 1952. 

According to an estate tax ap- 
praisal filed yesterday in surro- 
gate’s court, approximately half 
the estate, a total of $5,561,263, 
was bequeathed to the Albert and 
Mary Lasker Foundation, a chari- 
table organization, 405 Lexington 
Ave. The rest goes to Mrs. Mary 


Woodward Lasker, his widow. 
Mr. Lasker joined Lord & Thom- 


as in 1898 as a $10-a-week clerk. 
He became sole owner of the agen- 
cy in 1910, and in 1942 he dis- 
solved it. During his years with 
L&T, the agency is estimated to 
have placed $750,000,000 of adver- 
tising. Billings of L&T reached an 
all-time peak of $50,000,000 in 
1929. 


Keystone Camera to Bresnick 

Keystone Camera Co., Boston, 
has appointed Bresnick Co., Bos- 
ton, to handle its advertising. The 
company has set an ad budget of 
more than $750,000 for the largest 
campaign in its history in 1955. 
Advertising beginning this month 
will include color ads in Holiday, 
Ladies’ Home Journal, Life, The 
Saturday Evening Post and con- 
sumer photographic magazines and 
newspaper space in 60 major cities. 
Supplementing national advertis- 
ing will be dealer aids including 
brochures, point of purchase dis- 
plays, co-op advertising and a 
planned merchandising guide. 
John C. Dowd Inc., Boston, form- 
erly handled Keystone. 


Theyre taking a powder...in lowa! 


Powdered dry milk, that is! And the remarkable 
thing about dry milk purchases in Iowa, is that 
one brand, in one year, went from a 1.3 to 
19.8%* use on farms, and from 1.6 to 24.3%* 
use in Iowa cities and towns. 


THE DES MOINES 
REGISTER anv TRIBUNE 


An “‘A’”’ schedule newspaper in an ‘‘A-1’’ market! 
Gardner Cowles, President 


REPRESENTED BY 


Scolaro, Meeker & Scott—New York, Chicago, 
Doyle & Hawley—Los Angeles and San Francisco 


Just goes to show you how a product, vigor- 
ously promoted and advertised in the right news- 


paper, can go places—and fast! 
Right newspaper? The Des Moines Sunday 


Register with its 1,310,000 readers, of course. 


ing eight. 


For that’s the paper with from 50% to 100% 
saturation in 81 out of Iowa’s 99 counties, 40% 
in ten more and better than 20% in the remain- 


With the Des Moines Sunday Register, you can 
actually blanket the entire state of Iowa with 
your brand-sellin 


message—tell your story toa 


responsive, ““A-Schedule”’ market that outspends 


Detroit, Philadelphia 


cities like Philadelphia, Bostonand San Francisco. 
*PERCENTS? We took them right out of our latest 


“Brand Inventory in the Homes of Iowa Subscribers” 
—a report that can well mean new business oppor- 
tunity for your brand. Write, for your copy on your 
company letterhead. 


Advertising Age, March 14, 1955 


Riddle: ‘When Is a Sale Not a Sale?’ 
‘When It's a Registration, Says Ford 


(Continued from Page 1) 
the louder. He figuratively held 
his nose at the “raw” registration 
figures and smiled benignly at the 
“purified” retail sales figures. 

“Since the net registration fig- 
ures represent sales to the public,” 
he said, “they are a means of com- 
paring public preference for one 
make of car with that of another. 

“However, the raw registration 
totals do not reflect this prefer- 
ence until the figures have been 
refined to exclude registrations 
not representative of actual sales 
to customers during the calendar 
year.” 

He said these refined figures 
show the actual number of new 
cars sold to customers. These, he 
said, showed Ford with 1,387,344; 
Chevrolet with 1,362,087. 


® By either set of figures, Ford 
and Chevrolet sold more than 50% 
of the passenger cars registered in 
the domestic market. 

As for the approaching deluge 
of claims via advertising, Ford 
couldn’t wait and, in February, 
put up posters saying, “Ford’s Out 
Front.” 

Ford has claimed all degrees of 
skulduggery in the registration of 
cars—even to making a charge of 
forcing dealers to register their en- 
tire stocks. In some instances the 
Ford charges harked back to the 
ancient political practice of tomb- 
stone name grabbing. 

This might be a case of the ket- 
tle calling the pot black, say ob- 


servers, who recall that Ford was | 


accused last summer of “register- 
‘ing” cars with engine serial num- 
‘bers not yet off the production 
‘line. 
| That both Ford and Chevrolet 
/place great emphasis on the pres- 
tige of leadership is no secret. 
Both had advertising copy ready. 
But the last-minute sales and 
registration squabble forced a 
speedy job of revising copy to 
conform to the respective claims. 


® Polk gave the following break- 
down on sales and registrations 
for 1954: 


Registrations 
Less registrations in 
dealer and manu- 
facturer names in 
.December, 1954. .... 14,838 


Chevrolet 
1,417,453 


56,802 
1,360,651 


Plus registrations in 
dealer and manu- 
facturer names in 


December, 1953 1,436 


Net registrations to 
retail customers 
DO . SE | wesrcenadianenioun 1,387,344 


1,362,087 
Katz Joins Gumbinner 

Henry J. Katz, formerly with 
Benton & Bowles and Wm. H. 
Weintraub & Co., has joined Law- 
rence C. Gumbinner Advertising 
Agency, New York, as media direc- 
tor. 


TWA Promotes Frank Smith 
Frank L. Smith, formerly with 
the Philadelphia office of Trans 
World Airlines as assistant to the 
district sales manager, has been 
|/named assistant director of sales 
promotion of the company. 


“This is the size we sell in the 
Growing Greensboro Market!” 


COPYWRITERS JUMP WITH JOY when writing the sales 
story of the Growing Greensboro Market . . . Here is a thriv- 
ing, driving ABC Retail Trading Area centered around the 


metropolitan county area that 
sales classifications than any 
the Carolinas! The Growing 


leads in more of the 10 major 
other metropolitan market in 
Greensboro Market is action- 


packed—with 1/5 of North Carolina’s $3-billion retail sales; 
so whether your interests involve food, drugs, cars, general 
merchandise, or any of the other leading retail sales classifi- 
cations—you can rely on bang-up results when you tell your 
story with the 100,000 daily circulation of the GREENSBORO 


NEWS and RECORD... 


Only medium with dominant coverage in the Growing Greensboro 
Market and with selling influence in over half of North Carolina! 


Sales Management Figures 


Greensboro 


News and Record 


* GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, 
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e America's Largest 
This We ek | Family Magazine 
MAGAZINE REACHING 11,000,000 
| ’ HOUSEHOLDS EVERY SUNDAY 


Memo to Advertisers: 


"SCATTERED THUNDERSHOWERS -- 
OR A SOD-SOA * 


"Oh, Lord," prayed the drought-ridden old farmer, "don't 
bother with a clippety-clap or a sizzle-sozzle. Send us a 
real sod-soaker!" The cultivators of markets might well 
do a bit of similar supplication. For little dabs of 
circulation here and there just aren't going to raise you 
a big crop of steady customers. 


A thunder of noise and a spotty hail of coverage may be 
spectacular and exciting. But better put your faith in 
one medium big enough, broad enough, reliable enough — 
one that can give the whole field a "good soaking." 

THIS WEEK Magazine rains down 11,000,000 copies every 
Sunday in the year. No other publication anywhere is 
even close to THIS WEEK in regular readership. More than 
half its huge, market-soaking coverage is in the 493 
counties where more than half the customers live. And 
there are copies enough in addition to provide a pretty 
good soaking in most of the lesser markets in the 2,500-odd 
remaining counties! 


One more thing to keep in mind in our rustic analogy: 
Circulations with heavy "turnover" may in theory "reach" 
more people. But it's well to remember that the wide 
western deserts get an "occasional" rain — just enough to 
grow cactus! Advertisers, like farmers, need magazines 
that rain down regularly on the just and the unjust — on 
the dealers, on the loyal customers, and on the fresh- 
sprouting prospects alike! 


THIS WEEK MAGAZINE SHARES THE POWER AND PRESTIGE OF THESE GREAT NEWSPAPERS WHICH DISTRIBUTE IT; 


The Baltimore Sunday Sun The Indianapolis Star The Pittsburgh Press 

The Birmingham News The Jacksonville Florida Times-Union Portland Oregon Sunday Journal 
Boston Sunday Herald Los Angeles Times Providence Sunday Journal 

The Charlotte Observer The Memphis Commercial Appeal Richmond Times-Dispatch 


Chicago Daily News Miami Daily News Rochester Democrat and Chronicle 
The Cincinnati Enquirer The Milwaukee Journal St. Louis Globe-Democrat 
Cleveland Plain Dealer Minneapolis Sunday Tribune The Salt Lake Tribune 
The Dallas Morning News The New Orleans-Times-Picayune States San Antonio Express and Sunday News 
Des Moines Sunday Register | New York Herald Tribune San Francisco Chronicle 
The Detroit News Norfolk Virginian-Pilot The Spokane Spokesman-Review 
The Houston Post ’ The Philadelphia Sunday Bulletin The Washington Sunday Star 
The Phoeriix Arizona Republic The Wichita Sunday Eagle 
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Mountain 


Bailey Otterbein 


DRESSED TO SHILL—Top executives in Florida for the “circus” meeting 


are: Robert P. Mountain, Y&R v. 


p.; G. O. “Bill” Bailey, operations 


v.p., General Foods, and Fred J. Otterbein, Birds Eye general man- 
ager. 


JUMBO PRESENTATION—Using an elephant as a backdrop for a Y&R ad, 
product manager Howard Lochrie shows salesmen how frozen 
strawberry line will be promoted in “Circus of Values.” 


N. Y. Bill Would 
Regulate Trading 
Stamps, Coupons 


NEw YorK, March 9—A bill to 
license issuers of trading stamps, 
coupons or other certificates that 
are redeemable with merchandise 
or cash, and to empower the state 
to require users of trading stamps 
and coupons to set up funds cover- 
ing their face value has been in- 
troduced in the New York assem- 
bly. 

The bill, introduced by Assem- 
blyman Frank J. Caffery (D.), of 
Buffalo, has been referred to the 
committee on codes. 

It would give the state banking 
department authority to license 
persons or companies that “sell or 
issue any customers’ profit-sharing 
coupon, premium certificate or 
other similar device, which will 
entitle the holder thereof, on pre- 
sentation thereof, either singly or 
in definite number, to receive, 
either directly from the vendor or 
indirectly through any other per- 
son, money or goods, wares or 
merchandise.” 

The proposed bill also stipulates 
that: “No such coupons or certifi- 
cates shall be sold or issued unless 
there shall be placed on deposit in 
a bank or trust company, a fund or 
sum of money equal to the value 
of such certificates or coupons un- 
der the supervision and direction 
of the banking department.” 


® The purpose of this bill, Mr. 
Caffery explained, “is to assure 
the customer that his interest or 
investment in the coupons or pre- 
miums is fully protected. 

“The average person,” he pointed 
out, “does not realize that the is- 
suance of premiums and coupons 
is a millions-of-dollars a year 
business and that it is not regu- 
lated in any way.” 

Trading stamp operators have 
come under heavy fire by law- 
makers in many states recently. 
Bills limiting or prohibiting the 
use of trading stamps are pending 


_in several state legislatures (AA, 
Feb. 14). In addition, New Jersey 
has instituted a law suit against 
Sperry & Hutchinson Co., seeking 
to establish a claim to trading 
stamp cash unredeemed by holders 
(AA, Feb. 14). Successful prose- 
cution of the suit would be a 
threat to the entire $1.5 billion 
trading stamp industry. How much 
is involved in the New Jersey suit 
is still to be determined, but it has 
been estimated as high as $33,000,- 
000. About 700 companies in the 


operations. 


Pennsylvanians Are 
Irked by Pet Milk’s 


Dog Tag Promotion 
HARRISBURG, Pa., March 8—Pet 


volving metal dog tags for Amer- 
ican citizens as premiums is meet- 
ing with resistance in this state. 

The state civil defense council 
assailed the federal government’s 
plan to go along with the promo- 
tion. 

Under the plan, citizens would 
get a tag stamped with name and 
address in return for a label from 
a can of evaporated milk and 25¢. 


representatives, Hirman G. An- 
drews, who is acting chairman of 
the civil defense council, said, “TI, 
for one, wouldn’t stoop to join in 
any thinly guised bottle-top-and- 
a-quarter commercial advertising 
program ostensibly designed to 
promote the public welfare.” 


ernment feels all Americans should 
wear identification tags, the gov- 
ernment should shoulder the re- 
sponsibility and supply them. 

He said he would ask the council 
to “register disgust” at the com- 
mercially-tinted program. 

In Philadelphia, the civil defense 
council also expressed dissatisfac- 
tion with the plan and indicated to 
ADVERTISING AGE that it would pro- 
test its use. 


U. S. are engaged in trading stamp | 


Milk Co.’s merchandising plan in-| 


The speaker of the state house of | 


STRONG SALES PUSH—Pat Peters of 

the sales promotion department 

gives a graphic sideshow demon- 

stration of Birds Eye’s “Hercule- 
an” advertising program. 


Circus Style Sales 
Session Is Prelude 
to Birds Eye Drive 


NEw YorK, March 8—Three 
weeks from tonight, on the eve of 
1955’s Madison Square Garden 
opening night for Ringling Bros. 
Barnum & Bailey Circus, Birds 
Eye division of General Foods 
Corp. will use an hour on the NBC 
tv network to preview the circus 
and at the same time kick off a 
promotion of its own, tied in with 
the Big Show. 

Following the Garden debut, 
Birds Eye’s “Circus of Values” 
campaign will keep hitting the cir- 
cus theme, with color and b&w 
space in magazines and with ra- 
dio spots and co-op ads, planned 
to move from city to city with 
the circus. 

Ringling Bros., in turn, will pro- 
mote Birds Eye frozen foods. One 
of the acts in the show will be re- 
lated to Birds Eye—something the 
circus has never done before. 

Last month, to get a foretaste of 
the campaign, 150 top Birds Eye 
sales executives, plus key Young 
& Rubicam men on the account, 
gathered at the circus’ winter 
grounds in Sarasota, Fla., for a 
sales meeting—staged circus-style, 


ganization. 


| ® As the sales program gets under 


way, Birds Eye, in addition to the 
‘consumer campaign, also will pro- 
| mote the circus tie-in to the trade, 
offering store displays, dealer 
helps and circus-type giveaways 
/such as balloons and megaphones. 
| Banking on continued growth of 
\the frozen food market, Birds Eye 
plans to introduce six new prod- 


‘ucts this year. A year ago, when | 


‘the company celebrated its 25th 
anniversary, the annual sales vol- 
ume of the frozen food industry 
was estimated at $1.5 billion. It is 
now believed to be about $1.75 
billion and Birds Eye officials pre- 
dict that sales will soar to $2 bil- 
lion by the end of 1955. 


Byer Transfers Partnership 
Herbert Byer has transferred 
his partnership holdings in Byer 
& Bowman Advertising Agency, 
Columbus, O., to Gus K. Bowman 
and Joel M. Burghalter, the other 


two original partners. Mr. Byer 
will continue in an advisory and 
account contact capacity with the 


‘management responsibilities.” 
| 
Dictograph Names Doyle Dane 
Dictograph Products Inc., Long 
Island, N. Y., maker of Acousticon 
hearing aids, has appointed Doyle 
Dane Bernbach Inc., New York, to 
handle its advertising. Chernow 
Co. previously handled this por- 
tion of the account. Esmond Asso- 
ciates is agency for the company’s 
inter-communications division. 


with the aid of the Ringling or- | 
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Birds Eye’s media attack for the June quarter. 


Delafield 


Mentley Otterbein 


Lochrie 


INTENT—Holding their canes, the colorfully-garbed Birdseye execu- 

tives are caught in a rapt moment under the big top. Managerial 

group shown includes George L. Mentley, Birds Eye general sales 

manager; James Delafield, marketing manager; Fred J. Otterbein, 

general manager of the GF division, and Howard Lochrie, Birds Eye 
product manager. 


‘D4 Industrial Ad Budgets Up to 4c 
for Each $1 in Sales, NIAA Reveals 


(Continued from Page 2) 

performance is still a catch-as- 
catch-can operation with most of 
the firms answering the survey. 
_ More than 41% of the respondent 
‘companies reported 1954 advertis- 
‘ing budgets of from $250,000 to 
($499,000; nearly 26% reported 
$100,000 to $249,000 programs, with 
‘others grouped as follows: 4.2%, 
under $25,000; 11.3%, $50,000 to 
$99,999; 5.6%, $500,000 to $999,999; 
1.6%, $1,000,000 to $4,999,999, and 
_.7%, $5,000,000 and over. 


-® Total 1954 advertising budgets 
of the 400-some companies showed 
this composite spending: 

Trade and technical magazines, 
41% of total expenditures; general 
magazines, 5.2%; newspapers, 
1.2%; production (space advertis- 
ing), 8%; direct mail, 9.2%; cata- 
logs, 13%; exhibits, 3.5%; slide 
films and motion pictures, 1.3%; 
publicity, 4.1%; salaries and ad- 
ministration (where charged), 4%; 
/market research, 4%; dealer and 
| distributor helps, 2.4%, and other 
expenditures, 6.7%. 


'@ In budget preliminaries, indus- 
trial advertising managers. re- 
ported they get help from agencies 
‘as follows: 78% get assistance on 
‘media selection; presentations, 


‘ ; agency, but will now devote more | 45.6%; product or market service, 
= He said that if the federal gov-| time to “creative efforts instead of | 32.4%. One out of six reported no 


‘help from the agency. 

Two-thirds of the advertisers re- 
ported their 1954 budgets were 
larger than in 1953. 

In addition to mailing question- 
naires to 2,500 active NIAA mem- 
bers, the survey group circularized 
1,250 non-members. 

Working with Mr. Willson, the 
survey chairmen, were three other 
Cleveland advertising executives— 
Edward Doerger, American Mono- 


rail Co.; O. E. Emerson of Tower 
Press, and Carl A. Wagner, ac- 
count executive of G. M. Basford 
Co. 


Electro Buys Sloan Ashland 


Electro Mfg. Corp., Chicago pro- 
ducer of commercial and industrial 
lighting equipment, has purchased 
Sloan Ashland Co., Chicago, sales 
organization for housewares and 
appliance manufacturers. Purchase 
price was not disclosed. Sloan Ash- 
land will be operated as a division 
of Electro, “with Albert E. Sloan, 
former president, exec. v.p. in 
charge of sales. Leslie Schoenbrod 
is president of Electro and its new 
division. 


Scandale Continues Drive 

Scandale, the French girdle line 
introduced by Tru Balance Inc., 
New York, a year ago, will con- 
tinue its original two-color format 
for the spring campaign. The 
theme, “I feel I’ve got nothing on 
when I’m in a Scandale,” will be 
continued with variations in the 
Mile. Scandale poses and with new 
merchandise featured. Media will 
include Charm, Glamour, Harper’s 
Bazaar, New York Times Magazine 
and Vogue. Rockmore Co., New 
York, is the agency. 


Chadwick Joins Smith, Hagel 

Charlotte Chadwick, formerly 
with Lewin, Williams & Saylor, 
has joined Smith, Hagel & Snyder, 
New York, as an account execu- 
tive. 


Lowendahl Heads TV Group 


Walter Lowendahl, exec. v.p. of 
Transfilm, has been named presi- 
dent of the Film Producers Assn. 
of New York. He succeeds David 
Pincus, president of Caravel Films. 
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(EXTRA in this week’s Post 
a 12-page full-color supplement 


Norman 


Rockwell 


‘NINETEEN ALL-TIME FAVORITES BY 
AMERICA’S MOST POPULAR ARTIST 


In 1916, a thin, 21-year-old artist waited nervously to show the 
art editor of The Saturday Evening Post his paintings. But 
hefore the day was over, he had a check in his pocket, and had 
established an association that is unique in magazine history. 

Since then, Norman Rockwell has painted a record-breaking 
284 covers and 38 special illustrations for the Post. His unerr- 
ing gift for portraying the face, the gesture, the incident that 
is America has captured the hearts and won the acclaim of 
millions. In their minds he is associated, almost inseparably, 
with one magazine — the Post. 


This week, in answer to many thousands of requests, the 
Post presents A Rockwell Album, starting with that historic 
first cover and continuing right up through the present. It’s 
sure to be the most-talked-about — and most-saved — magazine 
picture section of the year. It’s in the issue out today . . . with 
nine more Rockwells in miniature on the cover! 


cAlso in this issue: A close-up of Chiang Kai- 


shek’s powerful and much feared son, the Mystery Man of Formosa, by Allen 
S. Whiting... The Woman Who Wouldn't Stay Dead, short story by that 
master of macabre humor Gerald Kersh . . . anglers and skin divers are now 
locked in Fishing’s Hottest Fight, reports Bill Wolf . . . Paul Gallico’s latest 
short story, Water-Front Girl. In all, 7 articles, 4 stories and 2 serials. 


Macy’s will exhibit the orig- 
inal paintings in its Herald 
Sq. windows and on its 5th 
floor this week (March 8- 
12). Or see them in Bam- 
berger's, Newark, next 
week (March 14-17). 
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A CURTIS MAGAZINE 
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favorite art gallery the pictures 


are changed every week. And by 
the end of the year the editors 
of The Saturday Evening Post 
may spend as much on art as 
the trustees of the Metropolitan 
Museum. And just as no other 
magazine has ever matched the 
emotional impact of the Post 
pictorially, none has ever matched 
the impact of its advertising 
pages.* Cover to cover, the Post 


gets to the heart of America. 


* Readers say they poy more ottention to advertising in the Post, and 
hove more confidence in products advertised in the Post, thon 
in any other weekly mogazine. (From “The Measure of o Magozine.”) 
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THE Fit WAY IS THE Best WAY... 


TO SELL THE $443,975,000* QUAD-CITY MARKET 
Davenport, lowa — Rock Island, Moline and East Moline, Ill. 


DAVENPORT NEWSPAPERS 


FIRST in advertising lineage in the Quad-Cities! FIRST in 
Quad-City circulation! FIRST in advertising lineage 


IN ALL IOWA 


Morning Democrat Evening Daily Times 
Sunday Democrat &’ Times 
Headquarters: Davenport, lowa Represented Nationally by JANN & KELLEY, INC. 
*Copr. 1954 Sales Mgmt. 
Survey of Buying Power 


N. Y. Stations 
0.K. Code to End 
Bait Commercials 


(Continued from Page 1) 
stations, was announced yester- 
day at the Better Business Bureau 
of New York by Hugh R. Jackson, 
president. 

Stations which did not enter in- 
to the agreement are WCBS- 
Radio and WCBS-TV. Representa- 
tives of Columbia Broadcasting 
System told the bureau that the 


stations did not accept misleading 
advertising and that, consequent- 
ly, they could take no formal ac- 
tion. 


® The standards adopted include 
the following stipulations: 

1. “Advertised statements shall 
not only be accurate and truthful 
but shall not create a misleading 
impression even though any or all 
statements or pictures therein, 
separately considered, are literally 
truthful.” 

2. “Advertisements shall clearly 
disclose the name of the company 
actually making the offer to dem- 
onstrate and sell the product in the 
listener’s home.” 

3. “Advertisers shall, upon re- 


Let's separate the boys from the men. Got something to sell? . .. Sell it to the boys. They 
buy most of the things that men buy. They spend $41,000,000 every week. And they don’t “shop.” 
They buy by brand. Ask any retailer. 1,100,000 ABC net paid circulation BOYS’ LIFE, 


2 PARK AVENUE, NEW YORK 16,-N. Y. 


More boy readers of BOYS’ LIFE went fishing last year than the readers of any of the 50 other magazines listed in the Starch 48th Consumer Magazine Report. 


Advertising Age, March 14, 1955 


quest by the station, provide data 
concerning the background of the 
company and its principals; also, 
proof as to its ability to sell and 
deliver any advertised item and 
satisfactorily fulfill all advertising 
claims.” 

4. “If the policy of the advertiser 
is to offer higher priced models 
or types of the product in addition 
to the featured item, this fact is 
to be clearly and prominently set 
forth in the advertisement.” 


= 5. “Evidence indicating that any 
advertising offer does not repre- 
sent a sincere willingness and in- 
tent on the part of the company to 
sell the featured article, as adver- 
tised, will render the advertising 
unacceptable. Indications of a 
pattern, on the part of the com- 
pany or its salesmen, of (1) dis- 
paraging the featured merchandise, 
(2) demonstrating or delivering 
defective merchandise, (3) taking 
an order for the featured item and 
then subsequently trying to switch 
the customer to higher priced 
goods or (4) failing to deliver 
featured low-priced merchandise 
when ordered will constitute 
grounds for determination by the 
station that the advertising is not 
bona fide and is therefore unac- 
ceptable.” 

6. “Evidence indicating a pat- 
tern, on the part of the advertiser 
or his salesmen, of engaging in 
misrepresentation as to quality, 
value, credit terms, guarantees, 
etc., of advertised merchandise 
shall also render the advertising 
unacceptable.” 


= Commenting on the adoption 
of the standards, Mr. Jackson 
said, “The problem of bait adver- 
tising is by no means limited to 
radio and tv. It is a problem,” he 
said, “which all advertising media, 
including newspapers, must con- 
stantly be on the alert to stop. 

“Bait advertising, wherever it 
appears,” Mr. Jackson said, “rep- 
resents the insincere and dis- 
honest practice of advertising a 
low-priced item, which the ad- 
vertiser is unwilling to sell, ex- 
cept under the greatest pressure 
by the customer. It is designed to 
catch the customer’s interest and 
lure him into buying more expen- 
sive merchandise than that which 
is advertised.” 


® In the final analysis, Mr. Jack- 
son pointed out, “no advertising 
medium can tell an advertiser the 
price at which he shall offer his 
wares to the public. It follows, 
therefore, that regardless of the 
taking of all due and proper pre- 
cautions by the broadcaster or 
newspaper, the ultimate basis for 
the control and elimination of bait 
practices must rest with the pub- 
lic itself.” 


Ben Gafttin Names Neil Regan 
Ben Gaffin & Associates, Chi- 
cago, marketing and opinion re- 
search organization, has appointed 
Neil T. Regan, Chicago, public re- 
lations counsel to direct all p.r. 
activities of the company. 


Selvage & Lee Adds One 

American Brake Shoe Co., New 
York, has named Selvage & Lee, 
New York (formerly Selvage, Lee 
& Chase), to handle its public re- 
lations program. 


YOU CAN'T PREDICT 
the ey when someone 
will accuse you of 


LIBEL OR SLANDER 


ADVERTISERS * AGENCIES © CLIENTS 
all can have 
INSURANCE 


against this hazard, at very little expense. 
it's smart to have our special pom ea 


AND BE PROTECTED 
WRITE FOR DETAILS AND RATES 
EMPLOYERS REINSURANCE 
CORPORATION 


INSURANCE EXCHANGE 
KANSAS CITY, MISSOURI 
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AUDIENCE STRETCHER 
DOLLAR SAVER 


Diversified and growing, the list of 
Town Journal advertisers reads like a 
Who’s Who in Advertising. Nine of the 
top ten national advertisers use Town 


Journal— more than 348* in all. 
*1954-55 


SALES MAKER 


@ Youcan count on real interest among major advertisers when a magazine with one 
million six hundred thousand subscribers demonstrates an ability to deliver new 
families like you might expect from a magazine of two and one half million—and does 
it at about half the cost. 


Incredible? Not when you see how Town Journal does it and for whom it is 
doing it! 


Town Journal represents a new concept in magazine publishing. Sired by Farm 
Journal, America’s largest and most successful farm magazine, Town Journal is the 
only national magazine edited for and directed to both men and women living in 
small towns and rural communities. 


Town Journal reaches out to that part of the big up-and-coming countryside 
market where other media are weakest. Competing with neither farm nor urban 
media, Town Journal complements them all—adds wonderful new families like an 
ordinary magazine of nearly twice its size—does it at about half the cost. 


Get the facts. See what Town Journal can do for you. 


TOWN JOURNAL 


THE MAGAZINE TOWN FAMILIES DEPEND ON 
Published by Farm Journal, Inc., Philadelphia 5, Pa. 


Graham Patterson, Publisher Richard J. Babcock, President 
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“ARE YOU REACHING THE 


Is your advertising reaching the great new groups of customers 
di created by the expanding economy? Is it meeting the changing 


market conditions ? 


TV GUIDE is a new key to the vast marketing opportunities that 
are being developed. It goes to television-owning households, 

to families that are bigger than average, richer than average. For 
the first time, it brings together a widespread, growing market 


into a single, easily-reached group. 


Every new television station, each new television set sold opens up 


new opportunities for the service offered by TV GUIDE. 


The RCA Tube Division uses TV GUIDE to reach its growing 
new markets for television picture tubes. Double spreads in the 
National Feature section of TV GUIDE and in LIFE spearheaded 
the campaign. Page ads are scheduled regularly in the two 


magazines. And RCA is just one of a growing list of leading 


companies using TV GUIDE to expand sales. 


; 
} 
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AdvertisingyOffiées : 


NEW YORK CHICAGO PHILADELPHIA DETROIT SAN FRANCISCO - 
488 Madison Ave. 6 N. Michigan Ave. 302 N. 13th St. 76 W. Adams Ave. 821 Market St. 4 
PLaza 9-7770 RAndolph 6-9470 LOmbard 3-5588 WOodward 2-5115 YUkon 2-0166 Pe 
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Average Circulation 


... .2,951,000 
First eight issues 1954 +. :....2,154,000 


First eight issues 1955 


A one-year gainof .... F287,000 


GROWING NEW MARKETS ? . 


P 
A 
te 
sc 

ss al 
: to 
; Other magazines do not cover the TV GUIDE market: tr 
4 ac 
75% of TY GUIDE’s primary households are not reached lie 

in 

by all four big weeklies and bi-weeklies combined. ag 

ge 

72% of TV GUIDE’s primary households are not reached in 

by all four women’s service magazines combined. om 

80% of TV GUIDE’s primary households are not reached ‘i 

by all four top supermarket magazines combined. " 

CSource: Starch 48th Consumer Magazine Report) ‘“ 

pl 

TY GUIDE is the fastest growing magazine in the world. In less " 

than two years, TY GUIDE has soared to first place among all ‘a 

= weeklies and bi-weeklies in newsstand sales. A half million copies he 
1 are sold weekly in 6,000 supermarkets across the country. P 

% Thirty-two editions cover 111 of the 165 standard metropolitan areas. 

. ! Je 

= These facts make advertising in TV GUIDE an amazingly | ed 

ae io 
flexible, unparalleled method of reaching an important, expanding | ju 
market. Your nearest TV GUIDE office has the details. 
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America’s Television Magazine... 
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Another Plague of Award Advertising? 


Of the giving of awards there is no end. But we sometimes wish 
there were, and today our wish is unusually fervent. 

The reason is that we have before us a letter from the Institut 
d’Expositions Internationales in Paris, which was addressed to an 
American advertising agency—presumably one of thousands. 

This letter urges the agency to have its clients exhibit in “an in- 
ternational award exposition” in Paris which will feature “hard and 
soft goods, foods and cosmetics produced by smaller and medium- 
sized firms.” The lucky winners will get gold medal awards. 

And if you think the boys in the Institut d’Expositions Internation- 
ales don’t know their way around American advertising circles, listen 
to this: 

“If your client’s products are accepted for exhibition, the only en- 
trance fee will be $100 (commissionable, of course).... 

“After the exposition, those of your clients who would like to take 
advantage of the Gold Medal Award in their advertising, would be 
licensed to reproduce the award in their advertising and merchandis- 
ing material. All fees, so paid, would again be subject to the 15% 
agency commission... 

“You and your client will both, we feel, find the sales excitement 
generated by such an appeal far outweighing the negligible cost 
involved.” 

It may be that we are over-sensitive in this area, and that there is 
nothing wrong with this sort of thing. Maybe not. But we can’t help 
suspecting that an exposition designed to honor the products of 
“smaller and medium-sized firms” (we have always thought that the 
merit of a product had nothing to do with the size of the company 
making it), and one which is clearly designed to provide exploitation 
possibilities (at commissionable fees), is putting the cart well out in 
front of the horse. 

Awards to exhibitors at expositions have always been slightly 
phony. Under the best of circumstances, they are only “best of show,” 
and there is a reasonable likelihood that some clearly superior prod- 
uct wasn’t included in the judging. Under the Institut’s rules, the 
awards will be even less complete, because “this is definitely not an 
exhibition for the wares of the industrial giants.” 

But we'll bet that no gold medal winner promotes his product as 
having won in a competition restricted to “smaller and medium-sized 
firms.” 


Who Pays for Editorial Cuts? 


In a recent advertisement for Transportation Supply News and 
Jobber Product News, there appeared this policy statement: 

“No manufacturer or advertising agency has ever paid for an 
editorial product cut published in Transportation Supply News. That 
statement appears in the masthead of each issue of the publication, 
just to attest to the sound practice. 

“The same publishing policy prevails on Jobber Product News. 

“The publisher of these two product news tabloids feels that it is 
part of any publication’s editorial expense to do it that way. The 
willingness or inability of a manufacturer to supply a cut or pay for 
a cut the publication buys should have no bearing on whether the 
product news stories are illustrated. 

“All product news items are illustrated at the publisher’s expense. 
We do the editorial job, at our expense, and advocate the advertiser 
do his selling job in print—through his own advertising which is 
advertising.” 

We applaud these sentiments, and wish they were universally ac- 
cepted. Producing editorial material is the exclusive function of a 
publication. When someone pays the cost of producing some of that 
editorial material, there is more than a little danger that the inde- 


pendent judgment of the editor may become slightly warped. 


“If all the vice-presidents in this agency were laid end to end, I’d be glad to 
donate a month's salary for flowers.” 


What They're Saying 


Editorial: 
No Editorial This Month 

One of the great conceits of all 
editors from the most insignificant 
publications to the august New 
York Times is that a_ certain 
amount of specified space must be 
devoted daily or monthly to edi- 
torial comment. It would be shoek- 
ing indeed to pick up our favorite 
newspaper one day and find that 
they had nothing whatsoever to 
talk about. This need not be a re- 
flection on the perspicacity of the 
editorial staff or necessarily about 
the world in general. It merely 
could be that nobody had any- 
thing to say about anything. Fre- 
quently all of us are familiar with 
“editorials” on Spring, or The First 
Snow, or a whimsy concerning 
Groundhogs. Obvious!y these fall 
into one of two categories: ‘There 
just ain’t nothing else to write 
about” or “Outlet for frustrated 
writers who normally concentrate 
on Formosa.” At any rate we have 
nothing to say about anything so 
“No editorial this month.” 


—February issue of “Porter People, 
Products & Places,’ published by H. 
K. Porter Co., Pittsburgh. 


Answer to Television 

We read recently about a Dodge 
dealer in Grants Pass, Ore., who 
runs a five-column picture in the 
local newspaper every time he 
sells a truck. The picture shows the 
truck, the new owners, and often 
the man who sold it to him. In our 
opinion, that sort of thing is tops 
in advertising. It has real local 
interest and it makes use of visual 
selling to the greatest extent pos- 
sible. 

We believe that advertising 
managers of local newspapers 
should think more and more in 
terms of picture-advertising. Prac- 
tically every store’s sales message 
could be told with pictures—and 
could be localized by showing res- 
idents of the town looking over 
merchandise, buying items for sale, 
or using the products they bought. 

We believe that picture-adver- 
tising can well be the answer to 
competing with tv... 


—Editorial in The American Press, 
February, 1955. 


How Wonderful Is Radio 

The most dramatic proof so far 
in 1955 of radio’s instantaneous, 
ubiquitous coverage and of its 
power as an advertising medium 
concerned Joe DiMaggio, Marilyn 


Monroe, and the three other play- 


ers elected to the baseball hall of 
fame Jan. 27. 

Joe, with Marilyn, was driving 

from Boston to New York when a 
truck driver shouted the news to 
him. Joe turned on his car radio 
and got the details (also a com- 
mercial). Some one commented it 
was not good for radio that Joe 
didn’t have his set turned on, but 
would you have your radio on if 
you were driving with Marilyn 
Monroe? 
Dazzy Vance was driving in 
Florida when a police car told him 
to pull over. Instead of a ticket he 
got the good news. Truck drivers 
and cops are tuned in to radio 
(with commercials). 

Ted Lyons was driving to Phila- 
delphia when he got it on his car 
radio (next to a commercial). 

Gabby Hartnett was driving, 
tuned into a newscast (with com- 
mercials) when he got the news 
and turned around and drove back 
to his bowling alley. How wonder- 
ful is radio, and car radio and spot 


radio advertising! 
—T. F. Flanagan, managing director, 
Station Representatives Assn., in a 
speech before Western Advertising 
Agencies Assn. meeting in Oklahoma 
City. 


What They Were Saying, 1930 
The advance guard of food 
fakers and dietary faddists pave 
the way for a whole army of 
patent food manufacturers, who 
would fill the pantries with health 
foods, guaranteed to make us fat 
or thin as we desire, give us 
vigor, vim and vitality, to make us 
beautiful and to keep us from 
growing old, to give us “it,” and 
to ward off the perils of high 
blood pressure, Bright’s disease, 
acidosis, diabetes and dispepsia. 


—Dr. W. McKim Marriott, speaking 
at a hospital conference sponsored by 
the AMA and reported in AA Feb. 
22, 1930. 


How to End It 

If American business fired all 
its salesmen, cut out all its adver- 
tising, the next thing would be to 
lock the factory doors and throw 
away the keys... 


—James J. Nance, president, Stude- 
baker-Packard Corp., in a nationwide 
tv hookup inaugurating Advertising 
Week, Feb. 13. 


‘Advertising Lowers Prices’ 
“T’ve had a letter from a fellow 
asking how many column inches 
of advertising would be needed to 
bring down the price of beer.” 
—*‘Week’s Wisecrack,” in Advertiser's 


Weekly, London. 


Advertising Age, March 14, 1955 


| Rough Proofs | 


Russ Hodges, announcing a 
forthcoming Pabst tv box fight, 
said one of the participants would 
be from Thailand, Siam. Evidently 
wanted to make doubly sure he 
wouldn’t be confused with Anna or 
the King. 


4 

“We wuz robbed,” the usual 
plaintive comment by fight man- 
agers and politicians after ad- 
verse decisions, is now being 
printed in box car type by both 
Ford and Chevrolet. 


= 

In their effort to be appealing 
they frequently become appalling, 
says Dean Liston Pope of broad- 
cast religious programs, and the 
least the broadcasters can do is to 
invite the good dean to try his 
hand at improving them. 

2 

“Parade doffs its topper to all 
Sunday newspapers distributing 
Syndicated Sunday magazines and 
to American Weekly and This 
Week, who first gave advertisers 
the benefit of syndicated Sunday 
magazines.” 

Competitors don’t seem to be 
carrying their brass knucks around 
any more. 


7 

“Bill Hearst,” remarks the New 
York Journal-American, “has just 
returned from a trip to Moscow, 
and tells us that our newsstand 
sale in that Russian city is nil.” 

Bet it’s picked up a few readers 
there since the Hearst series on 
doings in the Kremlin started 
running. 

. 

A bride to be, suggests Curtis, 
is “almost without material pos- 
sessions one day, and then as if 
by magic is suddenly surrounded 
with a thousand things in a new 
home.” 

The real magic is the way she 
gets such quick control of that pay 
check. 


* 

“Chicago Transit Authority 
drops posters aimed at reducing 
awards for damages,” reports the 
world’s greatest advertising jour- 
nal. 

Prospective jurors have to be 
protected from the knowledge that 
they will help to pay the cost of 
excessive damage suit awards. 


& 

Daisy, Daisy, the bicycle built 
for two is coming back, along 
with other models carrying three, 
four and five riders, the story 
says. 

Daisy’s family is evidently get- 
ting much larger. 

* 

The world’s largest volume of 
advertising may be published by 
a newspaper in Milwaukee, but the 
top six-day total of general ad- 
vertising is carried by the Mon- 
treal Star, it says here. 

e 

Smart & Final, referred to in a 
recent report regarding a possible 
merger, is in the merchandising 
business, but what a name for an 
advertising agency that would 
make. 

e 

“Free lance word wizard, expe- 
rienced mail order, retail, p.o.p. 
copy, wants to exchange free time 
for hard cash.” 


And he’s even willing to write 
about soft goods. 


Copy Cus. 


i HRY ~ i Se A ae a i, r eters barra hee . cae a Bioaat Ft Stony ies npc an ego seh Waa Ste He Ci SP AE tle CRRTO ABN E SN = ebe. as a es Yes Ties Bik: 4 per 
AS BAG aaa i ai tis Rok te 4 RNS ara? a ee OU Sey eae ne So 9 S 4 ’ ones ger sc? Soar b Mik Set me zi i a aoe N dae Se ae cae ae 4 ates Pal Pek le Aehgh S S 
ag 7 aT 6x : Be eee rk Tall ere OE A aay by aeaag vee P pee eye ae Pik ag Bac ers hs <3 meres 2 > ae EN ra" tk See” eB Sas eer ot peak Te ute ne ee a) ea Hig EGR pity aie ; a iS. $33 By tk ee Pes at . : Aa eye } na isd ie) fab wake “hes ts ry rake es Wg Fa A Suds «Ps 
ws at nS Me oy? ae he ales ES? Bor Ls FA aa RA ape ef ly var | a? Dey ent Mego Be RE Gra, Bie ae Sa We eo > aes aw id =e aie ot aig Lae ad << ce ie Ale a ig = 4 (.# ‘ier 5 oa 3 Be Fea peste a ac ; 
are Ue eG cee hs | Samal ey Seer pei te ay) eR oe A . I if Cee a Ji wer 1 ae UA TGA NG 8 raed if { es hte pepe. 3s E Peer ya ee gi. +)! rr SES TR ES ae 
VA PY / ‘ m : 2A 
hid 
es 
Se 
ry 
~ fs 
= Ps 86 
2 
7 » = 
| 1302 oe 7 
4 Be a eS ¢ : 3 a 4 ae . i ie 
| Pa 4 ae 00) Ti. ? - , 
oe: . b Ey . ae P j bee ae 
“Wh, wkital re 2. 
a i (4G f ; ae 8 ees - 
ee é BS : ie ee ¥, Gee @ Soe cee Gee, ; 
. ie ee ‘ 404 heme . ie : as L 4. + 7 : 
‘ wk . & & sare. = * : / - ¥ ea ie a? & ¥ ‘. - ae = ey. 
ewe eee Re Oe eS a ——_— = ae £4 rey | _ 
> & oe a ee Pee or eS ee ae | 
ee ce Be gas ke Bat 6 Sater Nee Kee — ao. og | BS 
See ES Lt ere i a Se 
pn late ate a | aoe Re 3 a ‘A ee ge eee ea Ae ese rs 
es Re kare at: CO Re ae ot ee 8 he : ~ a i * 
aS ee - ee i ores ‘ Se _ Ss - . ay 
. ra ate oe = egy 2, eae SS * - 
of eal a) ee SS : » 
te aia tee ee : Se. we eS : 
Boo a ity Cae Bees Ss : AR NW wee ‘ ; 
ESS a een — ee te pifigs 2s Meaty Bly Se a ee x q “ 
nee a io cae eS 
ide, RR a eg = i : — | — . 
ag here Nag eo & ne edie is 4 
a ee, eS tages ok et ee ae Beak q as sooeege . 
C. Greenwood, John ee oe ee tee : 
J. Hoole, David J. ef me re 
. Pets si ’ Sia ee va ee : 
Marco i let taut hae — i ean 
ansfield, Arthur E. ae: Sas | eae to : ; | 
chin, David J. Bailey Bere Be ei UMM oe RT 
Simpson-Reilly Ltd. ; js 
| ee | *« 
| ; 
| 4 
ee | 
| 
ne 
| u 
| : 
| } tats 
| oe 
| 
ee 
\ ae 
| | F 
| ) : 
oie 
| y a 
A ; 
m 
e 
= 
| a 
i mt 
| a 
| 
| 
| 
| i 
%, 
| _ 
| ‘ 
f 
; 
i ; : 
ee oe | 
' b 
BP | . 
| | | 
sf 
| | ; 
j 
| 
I . 
' 7 
' 
| ee j 
ee ee a h 
| a 
ee On | — iF 
ae 
. 
: ’ ’ eae ; ’ ¢ : pee 
=~ ee ; : ‘ * nae ie bs ia ‘4 s) = i Bet st ae 4 ¢ = a “¥ a Mee Ant ae Se Rid es nat SP Aaah “a felons eke bag : aL ro oS as Cael r ; 5 .: SE Gee ; 4 i ee ah ‘8 rae q > of ( eon f co ge = ” ieee 7 ry Sor a > z Pegs: 208 : 
sec PIR. Seelam tae 9. Folly Eis Wiretap eet a Phe Chale UAT MR LNG Oat ROO cn Ma ony il ec We sale ta mai Prete Pp ne. Ae RT be RN A ie al eed, BY We) cal eee eee at Gd TG gh Ne ahs Ma ey eae RES aN Mig Noe ia TU ea eke eee bo gos ae 
PUI AER a TN: Se SUE Na Pea METRE SION a HCN MEE S Ngee RTS Si Ry MR ad Par TAMARA Cees PNK oat Ts MNS eT HARRI Ae RSA ile wy Se Teak ee ull MG 5) Se Ce Wem ay Elana dig Re cir Si, Myre Lea fle C2 OF PE, eg ete ARG Se high ieee oe eo aT FS dye re Peg Fe he ke | eae 
ir ites Bat oe oo a ata we ge “t, 3 , or gee ‘ Agcy bap oi fe > se : Pee -, tb Hine ! aA . 4 ne ; pee city % ashe hehe Br te ieiae ee ‘ i ¥ 7 Pith be Wh re me hing 3 oF A, a “ ee % py." eo AKy % aie eS. ie 2 : he bee : Ae. ae Bory ; 


PW) 
SX & ) 


pick 
The Inquirer! 


ACTION is a synonym for department stores. Even one 
slow day can tura the ink red. How do department stores 
get action in Delaware Valley? For 15 consecutive years, 
The Inquirer has been their first choice. THE INQUIRER 
leads the 2nd paper by over 2,000,000 lines. If you want 
action, the choice is clear: Schedule THE INQUIRER! 


o- REE AE sail —_ 
oS 
Business is Good—and Stores Expand in 
DELAWARE VALLEY, U.S.A. 
y 19 branches of Philadelphia department 


stores now operating, or nearing com- 
pletion, throughout booming Delaware 
Valley—where nearly 5,000,000 people | 
spend over $8 billion annually! 


Exclusive Advertising Representatives: 
NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 

Andover 3-6270 


DETROIT 


GEORGE S. DIX 
Penobscot Bidg. 
Woodward 5-7260 


The Philadelphia Mrguirer 


The Voice of Delaware Valley, U.S.A. 


West Coast Representatives: 
SAN FRANCISCO 
FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 

Dunkirk 5-3557 
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Ziv Sells Science 
Fiction TV Film 
Series in 58 Cities 

SEATTLE, March 8—“Science Fic- 
tion Theater,” a new television 
show billed as “featuring adven- 
ture and romance involving people 
of today who come in contact with 
the astounding possibilities of the 
future,” which has been sold in 58 
markets to date, will make its 
debut the week of April 17, co- 
sponsored in eight major West 
Coast markets by Olympia Brew- 
ing Co. and PictSweet Foods. 

Botsford, Constantine & Gard- 
ner, Seattle, agency for Olympia 
Brewing, worked out an arrange- 
ment with Brisacher, Wheeler & 
Staff, San Francisco, to co-sponsor 
the show on alternate weeks in Los 
Angeles, San Diego, San Francisco, 
Fresno, Sacramento, Portland, 
Seattle and Spokane. 

Olympia also will sponsor the 
program in 16 other markets in 
Washington, Idaho, Oregon, Cali- 
fornia and Alaska. PictSweet will 
use additional western markets 
outside Olympia’s sales area. 


® The show was particularly 
chosen, Botsford, Constantine & 
Gardner told AA, because of cur- 
rent interest in science fiction and 
also because it will provide an op- 
portunity to demonstrate, with in- 
tegrated commercials, scientific 
facts about the artesian water used 
in brewing Olympia beer, basis for 
the slogan, “It’s the water,” em- 
ployed by the brewer for more 
than half-a-century. 

PictSweet Foods will demon- 
strate how scientific methods have 
contributed to preserving the “gar- 
den fresh” flavor and nutritive 
values of its frozen fruits and 
vegetables. 

Each half-hour drama is based 
on an established scientific fact. 
Each opens with a laboratory dem- 
onstration that forms the basis for 
the adventure that follows. The 
first in the series is about flying 
saucers. 

“Science Fiction Theater’ is 
produced by Ziv Television Pro- 
grams Inc. for all-family appeal. 
It will replace “Favorite Story,” a 
Ziv production starring Adolphe 
Menjou, which Olympia has spon- 
sored for two years in 23 western 
markets. To date, Ziv has sold the 
science fiction series in 58 markets. 
Purchasers, in addition to Olympia 


THE FOX CITIES 
OF WISCONSIN 


... four cities, three vil- 
lages and nearly 25,000 
prosperous families with- 
in eight miles of down- 
town Appleton. Just one 
medium taps this con- 
centrated metropolitan 
market — their own 
newspaper — the 


APPLETON PosT- CRESCENT 
Contact Ken E. Davis, Manager, Gen. Advertising 


‘and PictSweet, include Emerson 
‘Drug (for Bromo Seltzer) through 
Lennen & Newell; Serutan Corp., 
through Kletterer & Associates; 
Wisconsin Oil Co., through W. B. 
Doner & Co., and several local ad- 
'vertisers in Miami and Tulsa. 
Reno CofC, Grant Part 

The Reno Chamber of Com- 
merce, Reno, Nev., and Grant Ad- 
vertising, Chicago, which had been 
handling public relations for the 
organization, have severed their 


‘client-agency relationship. Thom- 
‘as C. Wilson Advertising Agency, 
Reno, continues to handle adver- 
tising for the Reno Chamber, 
'which now has no p.r. counsel. 


D'Arcy Adds Two in N. Y. 

Jess Jones, formerly on the sales 
staff of Anheuser-Busch Inc., and 
Marshall Hurt, formerly with 
Lewis Edwin Ryan, Washington, 
have joined D’Arcy Advertising 
Co., New York, as account service 
men. 


Travelers Cheques in Drive 
American Express Co. is mailing 
to all banks and branch outlets in 
the U.S. and head offices of all 
Canadian banks a 20-page port- 
folio containing samples and in- 
formation on 53 available promo- 
tional aids in what it calls the 
“most comprehensive Travelers 
Cheque promotion program in its 
history.” In addition to supplying 
the customer promotion plan for 
use by the banks, American Ex- 
press will support the drive with 
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point of purchase displays, mail 
stuffers, newspaper, radio and tv 
advertising. 


Toronto Reps Form Group 

Five Toronto companies which 
represent independent tv stations 
in Canada have formed the Tele- 
vision Representatives Assn. Mem- 
bers are All-Canada Radio Facili- 
ties Ltd., Horace N. Stovin & Co., 
Radio Representatives Ltd., Paul 
Mulvihill and Joseph A. Hardy & 
Co. 


“But what,” the President asked, “has 
got to do with more advertising 
in Product Engineering?" 


in materials, electronics, hydraulics, and all other sciences. 


for your parts, materials, components, or finishes. 


Growth, change, and new opportunities are synonymous 
with the Original Equipment Market. And Product Engineering is the synonym 
for efficient, productive advertising in this market. Year after year, 

advertisers invest far more advertising pages and dollars in Product Engineering 
than in any other design publication. These pages totalled 4,172 in 1954 

... for aclear lead of more than 1,000 pages over the second design magazine. 


“Nothing else sells design engineers like Product Engineering does” 
has particular significance now, and for the foreseeable future. 
Record investments in research are resulting in a record number of new developments 


And as these developments are channeled to Design Engineering for conversion into new 
and better products, the Original Equipment Market is alive with change and growth, 
and with both immediate and long-range applications 
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CBS Spot Shifts Donahue, Kay 

Jack Donahue, manager of the 
San Francisco office of CBS Radio 
Spot Sales, will transfer to the rep- 
resentative’s Chicago office as an 
account executive. He will be suc- 
ceeded in San Francisco by Ro- 
land Kay, now on CBS Radio Spot 
Sales’ New York staff. 


KATZ Names Forjoe & Co. 
KATZ, St. Louis, Mo., has ap- 


7 Dailies Sponsor 
National Study of 
American Markets 


PORTLAND, OrE., March 8—Seven 
daily newspapers will sponsor a 
‘new series of nationwide market 
and product-buying studies, “Top 
Ten Brands,” to be conducted by 
Dan E. Clark II & Associates, na- 


pointed Forjoe & Co. as its na- tional research firm here. 


tional representative. 


The seven papers to sponsor are 


the Akron Beacon-Journal, Toledo 
Blade, Wilmington News-Journal, | 
Portland Oregonian, Denver Post, 
Houston Post and Youngstown 
Vindicator. 

The studies will attempt to 
measure consumer buying patterns 
in seven major cities, almost si- 
multaneously, through personal in- 
terviews in the home. 

The program, according to Mr. 
Clark, will be the first in-the- 
home pantry survey to be con- 


ducted in a number of cities at the 


same time, covering the same 
products with a probability sam- 
ple. 


® Two reports will be issued when 
the results of the surveys are in. 
The first, a local report of each 
market, will show the census 
characteristics of the market, me- 
dia penetration, customer usage 
and ten leading brands for each of 
125 different food, drug, household 
goods, appliance, beverage, tobacco 
and automotive categories. It also 


Product Engineering’s more than 850 advertisers know that 

“only Design Engineering can make new research discoveries pay off.” 
They also know that, until Design Engineering creates industry’s products 
Purchasing has nothing to buy, 
Production has nothing to manufacture, Sales has nothing to sell. 


Design Engineering is industry’s basic function ... 

and basic buying influence. For 25 years, Product Engineering has been 
the basic advertising medium to design engineers. Today, as never before, 
concentrated advertising in this magazine is your best sales investment 
in the $28-billion (and growing) Original Equipment Market. 


“Only design engineers can make new research 
discoveries pay off,” the Advertising Director 
said...and nothing else sells design 


engineers like Product Engineering does.” 


THE MEN 

WHO DESIGN 
AMERICA'S 

NEW PRODUCTS 
READ 


Product Engineering 


iD 


/ 
a / 
The McGraw-Hill Magazine of Design Engineering 
McGraw-Hill Building, New York 36 
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will show store availability for 
most of these products. 

The second, a national report, 
will show a market-by-market 
comparison across the nation of 
the top ten brands in each of about 
85 product categories. 


Third Management Confab Set 


The School of Business and Ex- 
ecutive Program Club of the Uni- 
versity of Chicago will sponsor the 
third annual management confer- 
ence March 26 in the Conrad Hil- 
ton Hotel. More than 1,200 man- 
agement representatives are 
expected to attend the all-day 
conference, planned to stimulate 
interest in business and manage- 
ment problems in both industrial 
and educational fields. 


CBS-Columbia Boosts Windt 


Robert S. Windt, promotion and 
publicity manager of CBS-Colum- 
bia, New York, the radio-tv set 
manufacturing subsidiary of Co- 
lumbia Broadcasting System, has 
been promoted to sales manager. 


Write today for Columbia's. 
helpful 


new envelope guide 


ne 


original 
ARISTOCRAT 
style envelope 


permits 
printing — 
overthe 
entire © 
back 


COLUMBIA 


EN VE LO P E 2023 North Hawthorne St. 


COMPANY Melrose Pork, Ili. 
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WNEW Boosts Jaeger, Stack 

John Jaeger and Melvin J. 
Stack have been named v.p. and 
treasurer, respectively, of WNEW, 


“That Fellow Bott” 
HIS . MARK 


This is my sign of creative toll to make 
sales . Symbolizes distinctive adver- 
tising; es conscientious service. 
Want new ideas? 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


New York. Mr. Jaeger is executive 
assistant to the general manager, a 
position he will continue to hold. 
Mr. Stack joined the independent 
radio station in 1944 as comptrol- 
ler. 


‘Ad Agency’ to Go Bi-Weekly 

Advertising Agency, now a 
monthly with a weekly eight-page 
news issue, will combine both into 
a bi-weekly issue, beginning April 
29. 


ARF Adds Four Members 
Four more publications have 
been elected media subscribers to 
Advertising Research Foundation, 
New York. They are Editor & Pub- 
lisher, Milwaukee Journal, TV 
Guide and Western Advertising. 


z, ae 
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been appointed an account execu- 
tive. Before joining Blair in 1954 
he was a broadcast media buyer at 
Batten, Barton, Durstine & Osborn. 


Amundson-Bolstein Adds One 
Amundson-Bolstein, Sioux City, 


has been appointed to handle ad- 
vertising for Iowa Public Service 
Co., public utility. The agency has 
named Robert D. Colburn to head 
its radio-tv department and Don- 
ald W. Robinson art director. 


Blair Promotes Scott 

Tucker Scott, formerly sales de- 
velopment manager of John Blair 
& Co., New York, national repre- 
sentative of radio stations, has 


we 


error et ete eer ee 


What do you look for when you buy Chicago 
radio? You begin, naturally, with blanket 
coverage and strong rating story. 

wMAQ’s kind of coverage and ratings. 


But then you look for the added values — the 
special individual ways in which a station 

can do a bigger job for advertisers. And WMAQ 
gives advertisers a greater sum of extra values 
than any other radio station in Chicago: 


e More than 40 important awards during the 
past five years alone — vivid evidence of 
WMAQ’s pre-eminent position in broadcasting 
and advertising. 

e Program personalities of proven audience 
appeal in every category of popular 
programming. 

e A first team of crack news reporters whose 
names are household words far beyond 

their own Middle West. 

e A proud record of long-time sponsors who 
have been successfully selling their goods 
and services on WMAQ for as long as 19 years. 
e A 30-year record of service to public and 
advertisers — the longest-established 

Chicago station. 


e Finally, a management whose keynote is: 


THE PAY-OFF IS AT 
THE POINT OF SALE 


And the application: 

the most complete and active merchandising 
service in all Chicago radio, featuring the 
spectacular “Chain Lightning’’* plan. 

By any accounting, WMAQ’s sum of added 
values means money-in-the-bank for every 
WMAQ advertiser. 


530,000 WATTS CLEAR CHANNEL ; 


RADIO IN CHICAGO 


a service of () 


REPRESENTED BY NBC SPOT SALES 


*A service mark of NBC 


Dignity, Docility 
Watchwords Hurt 
Press: Daniels 


NEw HAVEN, March 8—Jonathan 
Daniels, editor and publisher of 
the News & Observer, Raleigh, N. 
C., told a Yale University confer- 
ence on “Responsible Leadership 
in Democracy” last week that the 
American press is suffering from 
“dignity and docility.” 

Speaking on “The Role of the 
Press in a Democracy,” the former 
Presidential press secretary 
charged: “Newspapering as a 
business is as anxious as any other 
business not to make anybody in 
the immediate neighborhood mad.” 

The press, he continued, suffers 
from “dignity and docility, and as 
it has grown more and more digni- 
fied, it has become less and less 
able to go baldheaded arter the 
whole truth and is concerned more 
merely with the released fact.” 


® Criticizing current acceptance of 
“off-the-record” speeches, Mr. 
Daniels declared that “every year, 
while their editorial employes are 
fulminating against secret sessions 
of public bodies, the ANPA 
(American Newspaper Publishers 
Assn.) holds a big ‘executive ses- 
sion’ in New York. 

“Of course, such a meeting is the 
private session of a private organ- 
ization. It is also a symbol of a 
spreading love of secrecy, even in 
the press itself. 

“Publishers are not guilty alone. 
In recent years, there has been al- 
most an epidemic of stories sent 
out by working newspaper men, 
hanging news on the authority of 
the unnamed source, the high of- 
ficial who declined to let his name 
be used, etc., but who was per- 
mitted to use the press for things 
he wanted to say in anonymity or 
plant in secret. 


= “The American press cannot 
safely become a VIP, sharing the 
company, hearing the confidences, 
participating in the secrets of other 
and sometimes even more impor- 
tant people. It cannot arrange ‘off- 
the-record’ sessions and condemn 
them at the same time. 

“It cannot damn ‘executive 
sessions’ and provide an ‘executive 
session’ example, too.” 

The American press, Mr. Daniels 
concluded, “cannot fulfill its func- 
tion and ever be docile. It is not a 
trade designed for dignity. It is a 
nosey business, and it should re- 
main so.” 


Margulies Named Art Director 

Irving Margulies has_ been 
named an art director of Daniel & 
Charles, New York. He was for- 
merly associated with Mervin & 
Jesse Levine Inc., Hirshon-Gar- 
field and Fairfax Inc., all New 
York. 


Thompson Joins Free & Peters 

Hal Thompson, formerly of 
KFJZ, Fort Worth, has been 
named manager of the Fort Worth 
office of Free & Peters, radio-tv 
station representative. 


IALIZING — 
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ADDRESSING — MAILING | 
@ Radio-TV Releases © Speeches — 
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MEDIA ON YOUR MIND?... Then buy the magazines that are on most people’s 


minds . . . follow the reader and you'll use the recognized leader, right across the board. The publication most 
readers prefer is the most profitable for you . .. Ladies’ Home Journal, Time, Life, Farm Journal, each the leader in its 
field... and TRUE, America’s largest selling man’s magazine! If you have a product for men, it belongs in TRUE. 
Guarantee, 1,750,000 ABC... A Fawcett Publication, New York, Detroit, Chicago, San Francisco, Los Angeles. 
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Serving The Central Ohio Valley 
— Industrial Heart of The Nation 


Huntington, a trading center for 613, 
400 people who spend $415,842,000* 
annually, is serviced completely by the 
newspapers of the Huntington Publish- 
ing Company. 


Where industry is concentrated in this 
rich Tri-State region, there are large pay- 
rolls. Reach them daily with the most 
complete coverage in the area through 


The Huntington Advertiser 
The Herald-Dispatch 
The Herald-Advertiser 


HUNTINGTON, WEST VIRGINIA Owens-Illinois is typical of scores of 
major industries who swell the payrolls 
besten ~~ of the rich Central Ohio Valley. 


Represented by The Katz Agency 
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Department Store With Competing Wares 
Will Open on Ohrbach’s Old 14th St. Site 


New York, March 8—New 
York’s newest department store, 
a unique operation which will in- 
clude features such as competitive 
tenants under the same roof and 
an international food market, will 
bow in the next few months cn 
the old site of Ohrbach’s 14th St. 
department store. 

Called “The Fair on Union 
Square,” the new store is the 
first enterprise of a new company, 
Consolidated Marts Ine. The 
store’s initial advertising and pro- 
motion budget is reported at 
$600,000, of which $300 000 is ex- 
pected to be supplied by tenants. 
Doyle Dane Eernbach Inc. will be 
handling institutional advertising. 
Doyle Dane is also advertising 
agency for Ohrbach’s, now located 
in the 34th St. shopping area. 


® The Fair will occupy 300,000 sq. 


will include both chains and inde- 
pendents. Of the space, 35,000 sq. 
ft. will be devoted to a special- 
ized food market with competitive 
merchants offering varied items 
such as Chinese vegetables, smor- 
gasbord, Polish hams, caviar and 
assorted other specialties and del- 
icacies. Generally, grocery staples 
will not be sold. The store expects 
about $15.000,000 of an estimated 
$40,000 000 minimum annual vol- 
ume to come from the food de- 
partment. 

Other income will be divided 
between soft goods and _ hard 
‘goods, includ:ng a discount oper- 
‘ation. The three main Civisions of 
the new enterprise will each be 
‘run by a mercnandising manager. 
More than 200 tenants will be able 
ito rent space on short term leases. 
To date more than 112 have nego- 
‘tiated for about 40% of the avail- 


ft. of selling space and tenants able space, it was indicated. 


tld 


“The OHIO FARMER is the First Magazine | Read,” 


Says Donald M. Ruhl, Morrow County, Ohio 


It’s the first choice of Mrs. Ruhl, too — and the eldest 
son, David, a Future Farmer. You'll find this same 
preference for THE OHIO FARMER at neighboring 
farms on Route 1, and all around the state — among 
3 out of 4 Ohio farm families. 

There’s good reason. THE OHIO FARMER contains 
the material that interests Ohio farm folks most — 
profitable practices for Ohio farms, favorite recipes of 
Ohio homemakers, activities of Ohio farm youth clubs. 

And, here’s good news for you. Ohio agriculture is 


The Ousjo 


highly diversified —brings in big cash returns 
steadily. That means more money to spend — month 
after month — for the products you sell. 

Don’t miss the family that’s always selling some- 
thing... always buying something — the Ohio farm 
family! Matching Ohio’s big, steady income pattern 
are Pennsylvania and Michigan, served by PENNSYL- 
VANIA FARMER and MICHIGAN FARMER. For full facts 
on these rich farm markets write to T1013 Rockwell 


Avenue, Cleveland 14, Ohio. 


FARIMER 


Cleveland, Ohio 


© £pace will be reserved on the 
store’s “fabulous fourth floor’ for 
a carousel, auctions, antique dis- 
| p-ays, lec.ures, preduct testing and 
| other attracticns designed to bring 
\in traffic as we.l as give the store 
'a carnival flavor. 

Robert C. Finkelstein is pvesi- 
dent of Consolidated Marts Inc., 
‘the store’s management. He has 
been active in bui'ding retail 
stores in 30 states for major re- 
tail outlets. Sidney J. Waterman is 
v.p. For 20 years he was exec. 
vp. and general manager of the 
Kitty Kelly shoe store chain. Real 
estate operator Max Glaser is sec- 
retary. 

Wai'e The Fair plans to spend 
$300.000 for institutional adver- 
tising, Mr. Finkelstein said it is 


reserving $600000 worth of 
newspaper space, the additional 
$300,000 for tenants’ use at de- 


pariment siore rates. 


m “We will prepare and coordi- 
jnate advertising under the store 
‘banner head,” Mr. Finkelstein ex- 
plained, but tenents will be al- 
lowed to retain identity as mer- 
chants “whie sti!l getting the plus 
of store name advertising.” 

Market Re'‘ations Network Inc. 
has been named to handle public 
re‘ations. Tentative opening of The 
Fair is scheduled for June, al- 
though it was indicated that the 
cpening may not take place till 
around Labor Day. 

A five-column ad ran in the 
|New York Times business section 
|March 6, soliciting tenants for the 
‘store. 


| 
‘Philadelphia News’ Names 
Weightman; Boosts Ellmaker 

The Philadelphia Daily News 
has appointed Weightman Inc., 
Philadelphia, to handle its adver- 
tising. 

William Ellmaker, formerly cir- 
culation director of the newspaper, 
has been promoted to assistant to 
the general manager of the News. 
Mr. Ellmaker, a son of the late 
founder of the paper, will be in 
charge of a “broad expansion pro- 
gram.” 


Robert Johnston Promoted 


Robert F. Johnston, advertising 
director for the past five years 
of Fort Wayne Newspapers Inc., 
agency corporation for the News- 
Sentinel and Journal-Gazette, has 
been named business manager of 
the corporation. Mr. Johnston will 
continue to direct activities of the 
three advertising departments of 
| the company, in addition to direct- 
ing the other business depart- 
ments. 


‘Glamour’ Names Hornsleth 
Poul Hornsleth, formerly adver- 
tising manager of the Advance 
Pattern Book of Fashions for Chil- 
dren, has joined the sales staff of 
Glamour, New York. 
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MULTI-MEDIA CAMPAIGN—This is one 
of the ads Dulany Frozen Foods, 
Fruitland, Md., is using in its 1955 
campaign in newspapers in 60 
eastern and southern markets. Ra- 
dio and tv spots, business papers, 
and point of sale also are being 
used. Erwin, Wasey & Co. is the 
agency. 


Film Maker or Not, 
Eastman Puts Live 
TV Show on Air 


NEw York, March 9—Eastman 
Kodak Co., which has as big a 
stake in films as anybody, will 
make a fast switch to live tv—at 
least for a while—if a good script 
can be found. 

Eastman’s first television series, 
“Norby,” a color film situation 
comedy, went on the air in Jan- 
uary with, as they say in the mov- 
ies, a colossal promotion buildup. 
Created especially for video by 
David Swift, originator of the 
“Mr. Peepers” show, the program 
starred David Wayne. 

Despite the promotion § given 
the show by J. Walter Thompson 
Co., “Norby,” which is aired on 
NBC-TV Wednesdays, did not do 
very well with the critics, the 
ratings or the sponsor. 

As a result, Eastman, which 
reportedly has at least $810,000 
worth of color films in the can, 
gave the signal to convert the 
show to a live production, starting 
April 6. As of that date, 13 of the 
films, costing an estimated $45,000 
each, will have been shown. 

Fred Coe, one of NBC’s ace pro- 
ducers, is taking over as trouble 
shooter on “Norby.” He will 
serve only as a consultant, with 
somebody else producing the show. 
If “Norby” doesn’t come up with 
a script and revised format that 
looks promising, the show will go 
off the air at the end of this 
month. 


Sless Named Lewis Head 


Bernard Sless, assistant to the 
president of Bayuk Cigars Inc., 
Philadelphia, has been appointed 
general sales manager of Bayuk’s 
Lewis division in Newark. The 
Lewis division, formerly the I. 
Lewis Cigar Mfg. Co., was ac- 
quired by Bayuk last month (AA, 
Feb. 28). Mr. Sless, before joining 
Bayuk three years ago, was asso- 
ciate director of the National Assn. 
of Tobacco Distributors. He is a di- 
rector of the Cigar Institute. 


Wittner Appointed 

Federal Carbiden & Cutter Co., 
Rochelle Park, N. J., has named 
Fred Wittner Advertising, New 
York, to handle its advertising. 


Albers Milling in Drive 
for Carnation Instant Wheat 

Albers Milling Co., Los Angeles, 
a division of Carnation Co., has 
launched one of its biggest cam- 
paigns for Carnation Instant 
Wheat. The campaign now break- 
ing will run in 73 newspapers in 
11 western states. Opening ads are 
498 lines, followed by weekly 100- 
line ads for nine weeks. 

Similar ads will run alternate 
weeks in the Pacific Coast Chris- 
tian Science Monitor and alternate 
months in Improvement Era (Mor- 
mon monthly). Pacific-Mountain 
Parents’ Magazine will run one- 
third page ads each month. 


YOU EXPECT MORE 
FROM SUPERIOR... 
AND YOU GET IT 


We don’t sit on your job. Instead, 
Superior keeps Chicago's largest night shop 
working into the wee hours. 

For plus service call SU perior 7-7070. 


Krause Rejoins Brecher Bros. 
Frank Krause has rejoined 
Brecher Bros. Inc., New York, as 


sales manager and will head up an oe SUPERIOR cneeavine ‘COMPANY 


expanded sales program for the irl 
luggage and leather goods manu- 215 a Chicago * Phone SUperior 7-7070 


facturer. He had been premium 
sales manager before leaving to 
form Frank Lawrence Corp., na- 
tional sales consultant and pre- 
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CHICAGO'S FOREMOST PHOTOENGRAVING AND OFFSET PLATEMAKING PLANT 
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Ni O Mi 1a Ge, / but an honest-to-goodness 
epee. —_ BILLION DOLLAR 
MARKET 


alt Lake Intermountain Market 


It’s a fact — Locked in by the Rockies and Sierras and unified by economics and 
transportation, are 1% million persons who annually spend a billion dollars — and then 
some!* Your profits in this vast market can be greater — two great papers can lead you 
to the very heart of the mother lode. 

Order the combined power of The Salt Lake Tribune and Deseret News and 
Telegram. 

*$1,800,000,000 to be exact. 


pnt BEST IW , 


& Che Salt Lake Cribune 
vi DesereT NEWS. ~~ 


Salt Lake Telegram (eveninc) 


Chie, tea 
‘LENT TES Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 
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in magaziné: qa 
is the HOME-EDIT 


MAGAZINE of the 


Sunday ne wspag pes 


Magazines are wonderful. Almost everybody In these magazines, the reader can read about 
reads them. himself and his kids and his neighbors and 
his friends. And believe it or not, there's 
nothing he'd rather read about. 


But what makes the Home-Edited magazines 
distributed with Sunday newspapers most 


wondertul of all is the way they’re read. 
When these magazines are so well read, by 


Of course they deliver enormous coverage so many, is itany wonder that the advertising 
of their markets, not just little pieces of it, but is read, too—and acted on? 


they deliver top readership, too. 


Because they’re local! That's why these Home-Edited magazines sell. 


THESE ARE 28 OF THE NEWSPAPERS PUBLISHING THEIR OWN HOME-EDITED MAGAZINES 


Akron Beacon Journal Cleveland Plain Dealer Louisville Courier-Journal St. Louis Globe-Democrat 
Atlanta Journal and Constitution Columbia State Milwaukee Journal St. Louis Post-Dispatch 
Baltimore Sun Columbus Dispatch Newark News St. Paul Pioneer Press 
Boston Globe Denver Post New Orleans Times-Picayune Syracuse Post-Standard 
Buffalo Courier-Express Detroit News Pittsburgh Press Toledo Blade 

Chicago Daily News Houston Chronicle Portland Oregonian Washington Star 
Cincinnati Enquirer Indianapolis Star Seattle Times Youngstown Vindicator 


HANDSOMELY PRODUCED IN ROTOGRAVURE FOR THE VARIOUS NEWSPAPERS BY THE FOLLOWING: 


Art Gravure aon of Ohio, Cleveland . . . Art 97 mae Corporation, New York City ... Denver Post . Detroit Gravure 
Corporation .. . Neo Gravure Company, Chicago . . Standard Gravure Corporation, Louisville . . . St. Louis ‘Post-Dispatch. 
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Immediate action ...remarkable sales! 


These four words give you the substance of 
reports we receive again and again from ad- 
vertisers using The Washington Star Pictorial 
Magazine. 


But there is nothing surprising about it. 


It is the logical result of combining top-flight 
magazine color with the selling power of 


ae 


PRA FOR THE GORE GLOVES —tewywnigts Gay Rewah pom m6 Dt wt mprwect wo ber Reins Thee pape 8 


mos isterian In A Diving Mask paces 


jyou get more firepower in the HOME-EDITED 
| MAGAZINE of the WASHINGTON (D.C.) STAR 


newspaper saturation. It works wonders in the 
Metropolitan Washington, D.C. area—a market 
with the highest effective buying income per 
family in the United States. 


To accelerate sales of an established product— 
or to get a new one off to a fast start in the 
Washington area—use The Star Pictorial Maga- 
zine and you will see what firepower in maga- 
zine advertising really means. 
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Polk Bros. Stages 
Two Celebrations 


Cuicaco, March 8—These are 
busy times at Polk Bros. furni- 
ture and appliance stores. 

On Feb. 26 Polk tied in with 
three other companies to hold a 
“Chicago Pancake Day,” and on 
March 13 the company will hold 
a huge birthday party at the Chi- 
cago Stadium. 

On Pancake Day, Norge, a sub- 
sidiary of Borg-Warner Corp., 
contributed seven ranges “with a 
griddle in the middle” on which 
15 “chefs” from the Sampson Co., 
local distributor, prepared 30,000 
pancakes made with Aunt Jemi- 
ma pancake mix (Quaker Oats 
Co.). - 

Polk Bros. estimated that 17,000 
people were served in its two 
stores. 


® For its 20th anniversary cele- 
bration on March 13, Polk has 
bought out the entire Chicago Sta- 
dium, 15,000 seats, for a perform- 
ance of the Ice Capades show. 
Employes and their families, busi- 
ness associates, suppliers and the 
press have been given the first 
block of tickets. 

The rest of the tickets will be 
given to customers. Two tickets 
will go to each customer who can 
show a receipt for something pur- 
chased at Polk in the last 20 years. 

As an added attraction, Ed Sul- 
livan will broadcast his “Toast of 
the Town” tv show from the Sta- 
dium before the Ice Capades show 
starts. 


Hoyt Realigns Media Group 

Charles W. Hoyt Co., New York, 
has realigned its media depart- 
ment. New assignments include C. 
B. Donovan, v.p. of media rela- 
tions; Mary Kilgallen, space buyer 
of print media; D. H. Humm, time 
buyer of radio and tv, and Marion 
McDonald, assistant space and 
time buyer. All have been with’the 
agency for some time. 


Canada Dry Boosts Saylor 


Canada Dry, New York, has ap- 
pointed L. S. Saylor assistant gen- 
eral sales manager for the com- 
pany’s U. S. carbonated beverage 
Sales department. With the com- 
pany since 1938, Mr. Saylor has 
been manager of the company’s 
metropolitan New York division 
for the past four years. 


‘Newsweek’ Names J]. H. Page 

James H. Page, formerly far 
eastern manager of Army Times 
Publishing Co. in Tokyo, has been 
named far eastern manager of 
Newsweek’s Pacific editions. He 
succeeds Karl Bachmeyer, who 
has resigned. Ben Teeter, also 
previously with Army Times, has 
been appointed circulation man- 
ager of Newsweek’s Pacific edi- 
tions. 


Newspaper 
Ad Linage 


January, 1955 
Media Records Report for 52 


Cities 
Classification Jan. Jan. Per Cent 
1955 1954 Change 
Retail (total) .106,081,309 99,989,269 + 6.1 
Dept. Stores .. 39,442,391 37,360,276 + 5.6 
General ...... 24,784,770 22,626,046 + 9.5 
Automotive 9,979,589 10,191,543 — 2.1 
Financial .... 4,516,043 4,071,205 +10.9 
Total Display .145,361,711 136,878,063 + 6.2 
Classified 50,842,297 054,136 +10.4 
Ws |: Since 196,204, ,932,199 3 


Eastman Names Wentworth 

Paul R. Wentworth, who has 
been assistant manager of the 
package design division of East- 
man Kodak Co., Rochester, N. Y., 
has been named media buyer of 
the company. In his new position, 
Mr. Wentworth will supervise pur- 
chase of advertising space for both 
consumer and industrial products. 
He has been with Eastman since 
1946. 


Advertising Age, March 14, 1955 


‘Manage’ Drops Advertising 

Effective with the May issue, 
Manage, official publication of the 
National Assn. of Foremen, Day- 
ton, O., is revising its format to 
5'2x7'2” from the present 8%x11” 
page. The book will be printed, 
according to the association, with- 
out advertising “during a tempo- 
rary period of adjustment,” after 
which cover advertising may be 
accepted. 
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‘Bait Advertising’ Clause May Be Inserted 


in Pennsylvania Penal Code, Simon Warns 


PHILADELPHIA, March 8—A pre- 
diction that misleading or bait- 
type advertising will soon be made 
part of Pennsylvania’s Penal Code 
was made to the Television Asso- 
ciation of Philadelphia last week 
by Morton Simon, one of the 
country’s leading legal experts on 
advertising. 


Mr. Simon made his prediction 
only a week after bills were in- 
troduced in the New York state 
legislature to give the attorney 
general wide powers in cracking 
down on bait-and-switch ads (AA, 
March 7). 

Mr. Simon disclosed that the 
Pennsylvania Newspaper Publish- 


ers’ Assn. has sponsored an amend- 
ment to the Penal Code which will 
provide heavy fines and three 
months to a year in jail to “who- 
ever by any means advertises 
[products] for sale with intent not 
to sell them or not to sell them at 
the price advertised.” 


® “Advertisers employing such 
bait methods will be cracked down 
on soon,” he said, adding that the 
state probably will act very quick- 


ly to make an example of some 
newspaper, radio or television ad- 
vertisers. 

He urged station heads and ad- 
vertising agencies to calm down 
such bait-type commercials if at 
all possible. 

“The day of reckoning is com- 
ing,” he said, “especially here in 
Pennsylvania.” 

He warned that the Federal 
Communications Commission also 
can refuse to renew station certifi- 


Readership Studies have repeatedly helped 


advertisers and agencies improve their adver- 


tisements . . 


achievements of entire promotional campaigns. 


Everyone knows how the time-tested Starch 


. and to determine the over-all 


TORY’ for your advertisqiments 


> 


NOW ... AMERICAN BUILDER . . . exclusively in the light 


construction industry . . . offers advertisers and agencies the 


opportunity to test their advertising directed to this multi-billion 


dollar market. Starch Studies have been scheduled for the JUNE, 


AUGUST, SEPTEMBER and DECEMBER issues of AMERICAN 


BUILDER . . . making available this proven research technique to 


aid you in discovering how well your sales messages are read by 


your prospects and customers. 


Each “Starched” issue of AMERICAN BUILDER is an ideal ‘copy testing 


laboratory’ in itself . . . giving you an exact measure of the readership 


of YOUR ads. And you can substantially add to their effectiveness simply 


by analyzing your results in the light of the readership results obtained by 


competitive advertisers in an identical issue. 


It's as simple as that! Yet it’s a proven, scientific way to develop better, sales- 


generating ads. . 


. ads you KNOW will produce results! All this at NO ADDI- 


TIONAL COST to you — which means MORE value for your advertising dollars. 


Alert your agency to these AMERICAN BUILDER “Starched” issue dates NOW ... 
so that your schedule may include these highly important issues. Your AMERICAN 


BUILDER sales representative can furnish you with further details on the Starch Study 


technique and its applications. 


@® American Builder @ 


A SIMMONS-BOARDMAN PUBLICATION 


79 W. Monroe St. 
Chicago 3, Illinois 


oA 


30 Church Street 
New York 7, N.Y. 


another 
AMERICAN 


BUILDER 


exclusive in the 
light construction 


field! 
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cates if such advertising is pre- 
dominant. 


® On the subject of censorship of 
films and shows on television, Mr. 
Simon said he felt that the 
NARTB’s television code can really 
solve the censorship problem for 
the industry if clauses in the code 
are followed. 

“Self government by the indus- 
try is the real answer,” he added. 

In answering questions from the 
floor about agency liability, Mr. 
Simon warned that in many cases 
agencies with bankrupt clients are 
not responsible to the stations un- 
less that is specifically written in- 
to the contract. 


Byoir Celebrates 25th Year 


Carl. Byoir & Associates, New 
York, celebrated its 25th anniver- 
sary in the public relations busi- 
ness March 1 with a dinner and 
reception for employes. Service 
pins were presented to 39 em- 
ployes who have been with the 
organization from 10 to 25 years. 


REENVILLE, S. C. 
Market _ 


_ IN INCOMES! — 


With population of 494,212 


in City & Retail Trading 
Zones (ABC 9-30-53), the 
Greenville market leads ail 
others in South Carolina in 
Effective Buying Income. 


Here’s the Comparison: 


GREENVILLE $603,142,720. 
Columbia 504,824,320. 
Charleston  389.748.800. 


Income Figures from Sales Man- 
agement May 10, 1954 Survey. 
City and Retail Trading Zones 
from Audit Bureau of Circula- 
tion latest figures. 


The Greenville Market also 
leads all others in South 
Carolina in Population, Re- 
tail Sales, Autos & Trucks, 
Wages and Employment. It's 
your first market in South 
Carolina. 


GREENVILLE 


Che Greenville News 


S MORNING end SUNDAY 


GREENVILLE PIEDMONT 


Daily Circulation—98,140 
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Northrup, King Names Julien 

Herbert W. Julien has been 
named assistant to Erwin H. 
Klaus, director of marketing and 
advertising of Northrup, King & 


Co., Minneapolis seed wholesaler. 
Mr. Julien has been advertising 
manager of the four J. C. Penney 
Co. stores in Minneapolis for the 
paSt three years. 


Y2 million will 


maher 


Up Beat—Beverage 
publications / Articulos Electricos Catalog File—Bebidas—Bebidas Annual Directory 


> Publishing since 1934 


CATCH! 


There are 30 million Country and 
Western music enthusiasts . .. 


Country and Western JAMBOREE! 
te pullshen of DOWN BEAT 
— 200! Calumet Ave., Chicago 16, Ill. 


For Facts and Rate Card! 5 
Down Beat—Country and Western Jamboree—Record Whirl— 


—La Farmacia Moderna—La Tienda—Elaboraciones y Envases 


read the first issue of ... 


a maher publication 


s—Radio y Articulos Electricos—Radio y 


Mennen Co. Celebrates 75th Year With 
TV Shows Appraising Local Business 


Morristown, N. J., March 8— 
Mennen Co., manufacturer of 
men’s toiletries and baby products, 
is celebrating its 75th anniversary 
by bringing America’s business 
and industrial leaders into Amer- 
ica’s homes. 

In a series of Sunday afternoon 
tv broadcasts, each on a strictly 
local basis, William Mennen Jr., 
exec. v.p. and grandson of founder 
Gerhard Mennen, serves as dis- 
cussion leader and moderator of 
“The American Business Outlook 
Forums.” In each city visited, he 
has invited top executives of local 
companies 75 years old or more, to 
meet with him and to discuss the 
locale’s economic outlook. 


So far, broadcasts have taken 
place in Washington, New York, 
Atlanta, San Francisco and Los 
Angeles. A Boston program will 
be televised later this month, and 


for the remainder of 1955 telecasts 
are being scheduled for Cleveland, 
Chicago, Detroit, St. Louis, Pitts- 
burgh and Houston, 


® Mr. Mennen hopes to be able to 
publish “a definitive statement 
reflecting all economic areas of 
the country, outlining the chal- 
lenges ahead for the American 
community,” as a result of the 
telecast discussions. 

The roster of participants reads 
like a who’s who of American 
business. The opening program, 
which took place in Washington 
last October, included executives 
from the National Savings & Trust 
Co., Hecht Co., Bendix Aviation 
Corp., Foote Mineral Co., Belmont 
Iron Works and John B. Stetson 
Co. Serving as keynoters were Un- 
der Secretary of Commerce Wal- 
ter Williams, Richard Waddell of 


“HERE’S HOW I SELL 
BREAD IN NEWARK... 


MR. GEORGE FISCHER 
PRESIDENT AND ADVERTISING MANAGER 
FISCHER BAKING COMPANY 


-eethrough ADS like this 
in the LOCALLY-EDITED 
NEWARK SUNDAY NEWS MAGAZINE” 


““FISCHER’S BUTTERCUP BREAD 
is tops on thousands of shop- 
ping lists, thanks to regular 
color ads like this in the 
Newark Sunday News Mag- 
azine,” says Mr. Fischer. Hear 
how many others, too, are 
profiting through current 
campaigns in one or all of 
the Locally-Edited Gravure 
Magazines. 


: For more information about 
these 12 weekly newspaper grav- 
ure magazines, contact one of 

os the following representatives: 
S : The Branham Company, Cresmer 
te & Woodward, Inc., Jann & 
Kelley, Inc., Kelly-Smith (o., 
Moloney, Regan & Schmitt, Inc., 
O'Mara & Ormsbee, Inc., Scolaro, 
Meeker & Scott, Inc., Story, 
Breoks & Finley, Inc, 
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AKRON BEACON JOURNAL ®* 
COLUMBUS DISPATCH @ 
INDIANAPOLIS STAR ® 
NEW ORLEANS TIMES PICAYUNE STATES ©* 


TOTAL CIRCULATION OVER 3,189,000 COPIES WEEKLY 
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Wherever you find a Locally-Edited Gravure Magazine, you’re sure to 
find leading retail merchants cashing in on its selling impact. And, you'll 
find many national and regional advertisers doing the same. Says Mr. 
George Fischer, President of Fischer Baking Company: “As one of Amer- 
ica’s largest independent baking firms, with roots deep in New Jersey, 
we find the Locally-Edited Newark Sunday News Magazine our top- 
producing advertising medium. Its ‘local touch’ stories and pictures feature 
our friends and neighbors . . . yes, even our own customers. Local editing 
like this, plus rich magazine appeal, pays off handsomely in sales!” 

Are you covering prosperous Newark with your magazine schedule? 
The leading national magazine reaches only 17% of Newark families. 
But the Locally-Edited Newark News Magazine is read regularly in 6 
out of 10 Newark homes! 


* Locally-Edited for highest readership ¢ Newspaper circulation impact 
¢ Gravure magazine reproduction © Maximum savings on positives 


¢ Complete flexibility 


ATLANTA JOURNAL AND CONSTITUTION © COLUMBIA STATE 
DENVER POST ® HOUSTON CHRONICLE 

LOUISVILLE COURIER-JOURNAL © NEWARK NEWS 

ST. LOUIS GLOBE-DEMOCRAT © TOLEDO BLADE 
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TO ALL < 
EMPLOY EES: 


Doctors welcome 
frank discussion 
af services oF fees. 
They know the best 
medical care 
is based on 
friendly. mutual 
understanding. 


lth ps 


Pa 


Your Blue Shield protection- 
provided through this company— 
offers the ideal way to open a frank 
discussion with your doctor . 


$ PRR SERRE aanaaRNNHIRERE & 
v ee tee Re Boek Phan fae Mocnene Medeor ny at Te Meter Seca sf the tee of Hom See © 


INVITATION TO FRANKNESS—Patients 
reluctant to discuss fees with their 
doctors are encouraged to do so by 
this poster, on display in New 
York business establishments. A 
project of United Medical Service 
and the Medical Society of the 
State of New York, the poster will 
be adapted for use elsewhere. 


Business Week, and John Landis 
of the atomic energy division, Bab- 
cock & Wilcox Co. 


# “One of my primary obligations 
is looking into the future,” said 
Bill Mennen when he opened that 
program. “In all the years that we 
have been in business, we have 
been a company that has felt an 
obligation not only in the prod- 
ucts that we manufacture but also 
in our way of doing business,” he 
‘continued. 

“This responsibility goes far be- 

'yond the manufacture and sale of 
our products. It goes to the kind of 
citizens that we are in our com- 
munity, and the way we set an 
example to other industries. We 
‘are sure,” he added, “that many 
other companies feel the same way 
and that is why America has pro- 
_gressed the way it has in the past 
1 years.” 
| Because of the local angle, the 
program has succeeded in obtain- 
ing much community and regional 
publicity, a facet of the operation 
highly pleasing to the press de- 
partment of Kenyon & Eckhardt, 
the agency handling and placing 
\the shows. 
. Optimistic predictions for the 
‘Southland, for example, aired dur- 
‘ing the Atlanta program early in 
|December, attracted the attention 
of editors throughout the area. 
They happily picked up the proph- 
ecies made by such participants as 
E. J. Forio of Coca-Cola Co. and 
Warren White of Seaboard Airlines 
Railroad, that Atlanta will exceed 
1,000,000 population by 1965 and 
that increased industrial opportun- 
ities in the South will shortly re- 
verse past practices of home- 
leaving on the part of southern 
youth. 

Tying in its 75th anniversary 
with a tribute to its founder, Men- 
nen Co. thus uses the “American 
Business Outlook Forums” not only 
to give the American public a 
positive picture of its future eco- 
nomic system, but also “to show 
the opportunities for the future to 
today’s generations who are start- 
ing their own business careers.” 


Sperzel Leaves Erwin, Wasey 
to Join Consolidated Cigar 


| John E. Sperzel has left Erwin, 
| Wasey & Co. to become director 
of advertising for Consolidated 
Cigar Sales Co., New York. Suc- 
ceeding Mr. Sperzel as account 
executive on the Consolidated Ci- 
'gar account at Erwin, Wasey is 
Dorman C. Ingraham. 

Robert A. Sanders has been 
named assistant account execu- 
tive. 
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What did Mr. Sindlinger find? 


Mr. Sindlinger (Sindlinger & Company, Inc., Business Analysts) found some amazing facts about 
the Theatre Screen Advertising medium in a recent survey conducted for the Association of Theatre 
Screen Advertising Companies. 

Fieldwork for the survey, conducted in five widely separated parts of the nation, required six 
months. Tabulation of data and preparation of the report took another four months. 

Of the communities surveyed, one was a county seat typical of the average county seat town located 
between the Mississippi River and the Rockies. One was a typical Southwestern community; one 
represented the average Midwest farming and manufacturing community; another represented a 
typical New England community; and the fifth, a medium-sized, progressive Southern community. 

Here are some of the highlights of the Sindlinger survey: 


CHARACTERISTICS OF THE THEATRE AUDIENCE 


The Sindlinger survey revealed that the age group from 15 through 34 years accounted for 60.9 per cent of the 
audience; that 82.8 per cent of the audience had attended high school or college; that 76 per cent of the average theatre 
audience had been to the movies at least once before during the month preceding the interview. 

In describing the characteristics of moviegoers, the Sindlinger survey breaks down into exact percentages the 
divisions by sexes; by age group brackets; by education; by occupation; and by television set ownership. In each 
classification, patterns of attendance frequency—both at indoor and drive-in theatres—were established. 


ATTENDANCE—THE MEASURE OF THEATRE SCREEN ADVERTISING 


In contrast to the circulation and rating figures used by publishers and broadcasters, the measure of theatre screen 
advertising is the actual number of persons who attend a theatre during a certain period. Moreover, every person in 
the audience is actually exposed to Movie Ads. 

Several years ago, broadcasters and publishers developed the cumulative audience figure (also used by TV) which 
gives an accumulated circulation or rating figure, week by week, based on the repeat readership or audience plus the 
new readers or listeners accumulated each week. This practice was utilized by Sindlinger during the five-area survey 
of screen advertising. Results showed an astounding cumulative audience figure, average for all towns polled, of 75.7 
per cent of the total movie potential over a period of 13 weeks. In the same length of time, a popular picture-news 
magazine accumulated 60.4 per cent of the total U. S. households—not individuals and not guaranteeing that a certain 
number of persons were exposed to a particular ad. In the same 13-week period, a popular network TV program 
accumulated approximately 73 per cent of all television households, or around 50 per cent of total U. S. households. 
Again, not individuals, and not guaranteed commercial readership. 

In the case of both the television program and the magazine, perceptible accumulation ceased at the end of 13 weeks. 
Screen advertising, however, continued to pile up new viewers and at the end of a year had reached the amazing figure 
of 88.3 per cent of the total movie potential in the five areas—representing individuals who had attended the movies, 
and who had actually been exposed to screen advertising. 


IMPACT OF THEATRE SCREEN ADVERTISING 


In all surveys of moviegoers in the test areas, Sindlinger used only the unaided recall technique to determine the 
a of screen advertising. In each community, recorded depth interviews were used to provide additional 
information. 

Of all persons interviewed who had been to a movie within an hour before being interviewed, 98 per cent definitely 
remembered seeing screen ads. Of this number, 91.8 per cent could correctly name one or more advertisers without aid. 
Of the total persons who had attended a movie within 24 hours prior to the interview, 83.5 per cent remembered seeing 
film ads. Of these, 86.9 per cent could correctly name one or more advertisers through the unaided recall technique. 
Of those who attended movies seven days prior to interview, 77.6 per cent remembered seeing film ads, 82.8 per cent 
correctly named advertisers. Of those who attended one month to three months prior to the interview, 51.1 per cent 
remembered seeing film ads and 62.3 per cent of these correctly named the advertisers. Of those who had not attended 


the movies in over a year, 12.5 per cent remembered seeming film ads, and 45.7 per cent of these correctly named one or 
more advertisers. 


TV OWNERSHIP—ITS EFFECT ON IMPACT 


The impact of fiim ads on the television owner, compared with their impact on non-owners, showed that those who 


owned TV not only remembered that they had seen the medium, but also retained what they had seen over a longer 
period than the non-owners. 


(The following facts were gathered by Sindlinger & Company in a continuing national survey of the Motion Picture 
Industry. We feel that they also form an important part of any discussion of the Movie Ad medium.) 


THEATRE ATTENDANCE AND CONSTRUCTION UP 


The year 1946 was the movie industry’s boom year—with attendance averaging 82.4 million weekly. During the 
period from 1947 through 1953, attendance had declined and many marginal theatres closed. However, new construction 
(both indoor and outdoor) offset the closing rate tremendously so that there were actually only two per cent fewer 
operations in 1954 than in 1946. 


In the second quarter of 1954, theatre attendance started climbing. In August, attendance topped every year since °46; 
December 1954 was more than one-third better than December 1953. 


EFFECT OF TELEVISION ON THEATRE ATTENDANCE 


Television as a paid medium came into being in 1947, at which time there were over 18,000 theatres in operation. The 
frequent moviegoers (those who attend a movie at least two or three times per month) were among the first to purchase 
TV receivers. Statistically, for every two per cent increase in television set: ownership (in new television markets), 
theatre grosses decline by one per cent. This 2:1 formula holds true until set ownership reaches a saturation of about 
68 per cent. At this point the downward theatre admission trend reverses itself and moves upward at a faster rate than 
it = before the 68 per cent saturation point. Today, set ownership has passed 75 per cent in nearly all of the major 
markets. 


Particularly significant is the fact that at 90 per cent set saturation the number of frequent moviegoers is only 10 
per cent below the figure in non-television areas. 


Sindlinger & Company’s findings concerning theatre screen advertising are, we believe, of vital importance to every 
advertising man. A more complete discussion of these findings, and how the movie ad medium can serve your needs, 
will appear in future advertisements sponsored by the Alexander Film Co., Colorado Springs, Colorado. 


For additional information concerning the Sind- | 
linger Report on Theatre Screen Advertising, write | 
the Sales Promotion Dept., Alexander Film Co., ! 
Colorado Springs, Colo. ; 


COLORADO SPRINGS, COLORADO 


WORLD’S LARGEST PRODUCER-DISTRIBUTOR 
OF THEATRE SCREEN ADVERTISING FILMS 
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Hill & Knowlton Elects Hill 

John W. Hill has beem elected 
chairman of Hill & Knowlton, 
New York public relations com- 
pany. Bert C. Goss, formerly exec. 
v.p., succeeds Mr. Hill as presi- 
dent. Mr. Hill continues as chief 
executive officer. 


*"McCall's’ Boosts Bauer 
Frederic A. Bauer, who has been 

with McCall’s in Cincinnati for 

three years, has been named man- 


ager there. He succeeds Albert N. 
Butler, who is retiring, but will 
remain with the publication in an 
advisory capacity through 1955. 


Nichols Named Publisher 

Thomas E. Nichols has been 
named publisher of the Spectator, 
Hamilton, Ont. Mr. Nichols, for- 
merly assistant publisher, suc- 
ceeds St. Clair Balfour Jr., who 
has been appointed exec. v.p. of 
Southam Co. 


Dismissing Direct Selling as po- 
tato-peeler peddling is one way 
to dismiss more dollars of added 
volume than can be lightly re- 
garded in these sales-crucial 
times. Modern Direct Selling's 
scope embraces homes, fac- 
tories, offices, stores—products 
and services almost without lim- 
it—price tickets from dimes to 
dozens of dollars. And it aug- 
ments, not replaces present 
over-the-counter retail volume. 


Avoid Costly Mistakes Others Make 
About modern Direct Selling 


Best of all, it can be tested at 
low cost, possibly even at no 
cost. For the authoritative story 
behind these statements, read 
“The Quickest Way to National 
Sales."’ Get a copy free and 
postpaid by attaching this ad 
to your business letterhead and 
mailing it to: SPECIALTY SALES- 
MAN, the Magazine of modern 
Direct Selling; Room 812-7, 307 
North Michigan Avenue, Chi- 
cago 1, Illinois. 


Just your style. 
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just your price 


for every room and outioors, too.. 


DAYSTROM 
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ROOMIER ROOMS—Daystrom Furniture Corp., Olean, N. Y., is using 
color spreads this year instead of single pages. This spread for its 
metal dinette sets is scheduled for the April House Beautiful and 
May Living for Young Homemakers. N. W. Ayer & Son is the 


agency. 


‘Detroit Art Directors Elect 


| Robert Hungerford, Campbell- 


'Ewald Co., has been elected 


presi- 


dent of the Art Directors Club of 


|Detroit. Other officers are Robert, 


Andrus, Kenyon & Eckhardt, Ist | 
lv. p.; William Connelly, Campbell- | bution has already been set up in 


Ewald Co., 


2nd v.p.; Fred Peck,| both cities. 


/and Lincoln, 


Campbell Tests Beet Soup 
Campbell Soup Co., Camden, N. 
J., is test marketing its new canned 
spiced beef soup in Columbus, O., 
Neb., through news- 
papers, radio and tv spots. Distri- 


Local radio and tv 


Grant Advertising, treasurer, and | | spots preceded use of large news- 


Leonard Anderson, 
Thompson Co., secretary. 


J. Walter| paper space. Batten, Barton, Dur- 


stine & Osborn is the agency. 


How advertisers of 


DRUGS & REMEDIES 


rank national magazines 


MAGAZIN 


E REVENUE 


(Jan.-Dec. 1954) 


ADVERTISING 


LIFE 


$4,012,775 


Saturday Evening Post 


2,063,827 


Look 


1,353,605 


Ladies’ Home Journal 


924,735 


Collier's 


701,978 


Time 


Look 


Saturday Evening Post 


Ranking of national magazines 
in total advertising revenue 


$114,035,747 
77,940,710 
35,143,779 
26,675,479 


Better Homes & Gardens 23,741,055 


Source: Publishers’ Information Bureau (gross figures) 


9 Rockefeller Plaza, New York 20, N. Y. 


Advertising Age, March 14, 1955 


Coming 
Conventions 


*Indicates first listing in this column. 

March 12-15. Advertising Specialty Na- 
tional Assn., third annual spring special- 
ty show, Palmer House, Chicago. 

March 16-18. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 17-20. Advertising Federation of 
America, Fourth District convention, Tal- 
lahassee, Fla. 

March 17-20. Southeastern Advertising 
Conference, Florida State University, 
Tallahassee. 

March 18-19. Atlanta Advertising In- 
stitute, 6th annual meeting, sponsored by 
the Atlanta Advertising Club and Emory 
University, Alumni Memorial’  Bldg., 
Emory University. 

March 21-23. Canadian Assn. of Radio 
and Television Broadcasters, annual con- 
vention, Chateau Frontenac, Quebec. 

April 4-8. National Advertising Agency 
Network, 34th annual conference, Del 
Monte Lodge, Pebble Beach, Cal. 

April 5-7. Point-of-Purchase Advertis- 
ing Institute, annual convention, Palmer 
House, Chicago. 

April 13. Brand Names Day dinner, 
Brand Names Foundation, Waldorf-As- 
toria, New York. 

April 16-21. National Business Publi- 
cations, spring meeting, Boca Raton Hotel 
& Club, Boca Raton, Fla. 

April 21-23. American Assn. of Adver- 
tising Agencies, annual meeting, Boca 
Raton Hotel & Club, Boca Raton, Fla. 

April 21-23. Southern California Adver- 
tising Agencies Assn., annual conference, 
El Mirador Hotel, Palm Springs. 

April 22-23. Advertising Federation 
of America, Eighth District, Hotel 
Nicollet, Minneapolis. 

April 26-28. American Newspaper Pub- 


lishers Assn., annual convention, Wal- 
dorf-Astoria, New York. 
*April 28-30. Greater Weeklies Asso- 


ciates, national conference, Hotel Gover- 
nor Clinton, New York. 


April 30. Midwestern Advertising 
Agency Network, 2nd quarterly 1955 
meeting, Bismarck Hotel, Chicago. 


May 2-3. Outdoor Advertising Assn. of 
America, 3rd annual painted display con- 
ference, Hotel Sherman, Chicago. 

May 3-6. Assn. of Canadian Advertis- 
ers, annual convention, Royal York Ho- 
tel, Toronto. 

May 5. International Advertising Assn., 
annual convention, Plaza Hotel, N. Y. 

May 5-8. American Women in Radio 
& Television, annual convention, Drake 
Hotel, Chicago. 

May 8-11. National Newspaper Promo- 
tion Assn., annual convention, Drake Ho- 
tel, Chicago. 

May 9-11. 
tisers Assn., 


National Industrial Adver- 
annual convention, Sheraton 
Park Hotel, Washington, D. C. 

May 12-13. Inland Daily Press Assn., 
spring meeting, Drake Hotel, Chicago. 

May 22-24. Magazine Publishers Assn., 
36th annual meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 22-26. National Assn. of Radio 
& Television Broadcasters, annual con- 
vention, Shoreham and Sheraton-Park 
Hotels, Washington, D. C. 

May 23-25. Sales Aids show, sponsored 
by Advertising Trades Institute, Biltmore 
Hotel, New York. 

May 25-28. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 5-8. Advertising Federation of 
America, 51st annual convention, Palmer 
House, Chicago. 

June 8-10. National Sales Executives 
convention and sales equipment fair, 
Waldorf-Astoria, New York. 

June 12-17. Special Libraries Assn., ad- 
vertising division, 46th annual conven- 
tion, Hotel Statler, Detroit. 

June 15-17. American Marketing Assn., 
national conference, Schroeder Hotel, 
Milwaukee. 

June 19-22. Poster Advertising Assn. 
of Canada, Hotel London, London, Ont. 

*June 20-22. Lithographers National 
Assn., annual convention, Lake Placid 
Club, Lake Placid, N. Y. 

June 26-29. National Advertising In- 
dustries Exposition, Hotel Morrison, Chi- 
cago. 

June 26-29. Advertising Assn. of the 
West, 52nd annual convention, Multno- 
mah Hotel, Portland, Ore. 

July 11-13. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, The 
Greenbrier, White Sulphur Springs, W. 
Va. 

Sept. 10-14. Screen Process Printing 
Assn., International, 7th world conven- 
tion, Ambassador Hotel, Atlantic City. 

Sept. 12-14. Direct Mail Advertising 
Assn., 38th annual convention, Morrison 
Hotel, Chicago. 

Oct. 2-6. Outdoor Advertising Assn. of 
America, 58th annual convention, Jeffer- 
son Hotel, St. Louis. 

Oct. 17-18. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 


Oct. 17-19. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 
Oct. 17-19. Agricultural Publishers 


Assn., annual meeting, Chicago Athletic 
Club, Chicago. 

Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Insti- 
tute, Biltmore Hotel, New York. 

Nov. 14-18. Financial Public Relations 
Assn., annual convention, Hollywood 
Beach Hotel, Hollywood, Fila. 
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T j ‘Daily’ Goes ‘Weekend’ York, export pharmaceutical) REPETITION ADVERTISING IS Tr 
oy usiness S The American Daily, published |28°"°Y poo — of William | P 
in London “and Frankfurt. for Doulas McAdams inc. EXPENSIVE AND UNNECESSARY c 
Not Child’ Pl Americans in Europe, wrongly manager, has been named v.p. and | Our media offers you day to day advertising for a fifteen year average Cc 
] S ay P changed to the American Week- manager, and Dr. Jesse Schmick for just one advertising fee. In our media your monthly advertising Avi 
end. The two-year-old paper also Soneaian ‘ roup account physi or ray | fee becomes so small that you have to think twice to believe your own the 
= has added a color magazine sec-|*°F y group ted weeks eyes and ears. For National advertisers, 1,000,000 minimum circulation. vie 
Michtom Asserts ren has been appointed v.p. and med- For local advertisers 100,000 minimum circulation. Why not have our cag 
ical director. Rep. call at your office to explain how your advertising in “The Ad- a ke 
. vertising Atlas”, gives your firm, products or services more permanent te i 
New York, March 8—A pre- McAdams International Ellington Gets Pies advertising to a larger market than any other media devised? We -* 
diction that 1955 will be the most| Names Dr. Marti-Ibanez Connecticut Pie Baking Co.,| have ct. peseset soem for a limited number of advertisers. Why not be - 
competitive year for the toy busi-| Dr. Felix Marti-Ibanez, former-| Hartford, has named Ellington & one of these lucky few? To byortiea =o ae sige ae = * 
ness since 1941 has been made by |ly a v.p. and medical director, has|Co., New York, to handle adver- Ser et Se ee 
Benjamin F. Michtom, chairman|been named board chairman of|tising for its Farm House frozen I. SOLOVAY & SON Agency Contmission 25%-30% ioe 
of Ideal Toy Corp. McAdams International, New fruit pies. ing 


“Not only will the industry 
struggle to top last year’s $1 bil- 
lion figure,” Mr. Michtom said, 

7 “but only the most efficient firms 
will be able to surmount the large 
number of critical problems fac- 
ing toy manufacturers in 1955.”| 

Ideal reportedly is the world’s 
largest doll and plastic toy maker. 

Speaking to Ideal’s sales repre- 
sentatives, meeting here prior to| 
the 52nd annual toy fair, which | 2% 
takes place this week, Mr. Mich- 
tom said the industry is faced by |” 
four problems: “ 

1. Imports from Japan and sev-|® 
eral European countries, which 
will plague producers of lower 
priced toys. 


2. Stronger competition among |= a. == ~ “< t 
domestic manufacturers. 14 har t arn a 


3. Consumers, who are being 


educated to look for more than Pe 

just fun in toys. a Population 
4. The growing problem of the | im, ~ 

ee ® In connection with the last |” WS} : 

ae point, Mr. Michtom said that]. S.-i 
itil Ideal, after three years of study, i # i= iO) = J elele) Ir 
a has instituted a policy of selected | ~ >— a yg 


distributorships and wholesale} _ 
price maintenance. This means |@ 
that up to 80% of the company’s |j 
jobbing customers in some cities 
would be eliminated in 1955, Mr. 
Michtom stated. 

“We will not sell directly to 
discount houses, and we will do 
everything within our legal power 
to maintain the prestige of our 
line,” he said. 

To meet increased competition, 
Ideal is doubling its advertising|. 
budget and recently appointed 
Grey Advertising as its second 
agency, to handle television, mag- 
azine and newspaper promotion 
(AA, Feb. 28). Atlantic Advertis- 
ing is the company’s other agency. 

The company broke its new/|* 
campaign on the back page of 
The New York Times March 7, the tus 
day the toy fair opened. a 


discount house. 


RCA Reports Record Income 
Radio Corp. of America has re- 
ported a record high gross income | F 
of $940,950,000 in 1954, approx- 
imately 10% more than the pre- 
vious peak of $853,054,000 in 1953. 
Net income in ’54 increased to} 
$40,525,000, equal to $2.66 a share, | 
from $35,022,000, or $2.27 a share, 
in ’°53. National Broadcasting Co., 
an RCA subsidiary, had record 
high sales in 1954, 14.3% higher 


than in ’53. a 
- Flying high above Atlanta, you look down upon one of America’s BIG dnowvis unas 
Hamm Brewing Names Faust markets — growing bigger fast. Only four metropolitan areas in the Vou 8ALne GebenToITOS 
George J. Faust has been ap- nation match the pace that has pushed Atlanta’s current population to 
pointed director of merchandising the 808,853 mark. While Atlanta has long been the distribution center 1950 1954 
of Theo. Hamm Brewing Co., St. of the South, it is now the South’s first city in industrial activity. Manu- _ Metropolitan Atlanta 2 
Paul. Mr. Faust formerly was gen- facturing employment exceeds the former leader city’s by 17,000. More Population 671,797 808,853 os 
eral sales manager of Minneap- than 3,300 national firms operate branch factories, warehouses and divi- Families 185,580 238,674 a 
olis Brewing Co. sional offices here. Per capita income in 1954 was $1890. The figure per Per Cap. Income § = $1,357 $1,890 the 
Retail Sales $745,072,000 * $893,493,000* rng 8 
family was $5833. The South’s largest newspapers can help you sell your tales 493, You'd 
| product in the fastest growing section of the nation. Georgia . = 
We need only ONE Population 3,444,578 3,604,400 ey. 


Pata . Families 889,269 962,000 The 5 
Clipping Service , 


: 
: when we use YOU Che Atlanta Zournal “si nna Gee rok 


Beye The Atlanta Journal and Constitution If yo 
says FLORIDA'S | Covers Dixie Like the Dew 428,885 Daily — 480,949 Sunday giving 
SILVER SPRINGS 


THE ATLANTA CONSTITUTION sapresened bythe Kally-Smith Co = 


The South’s Standard Newspaper 


PRESS CLIPPING BUREAU cago | 
165 Church St., New York 7 
Est. 1888 BA 7-5371 eee 
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TV Station and Auto Dealer Joust for 
Position as Network Bowling Moves Closer 


Cuicaco, March 8—Madison' 
Ave. doesn’t know it yet, but) 
there’s a big new network tele-. 
viewer lure a-building, and a Chi- 
cago tv station is now jousting with 
a local auto dealer for the chance 
to inaugurate it. 

The new attraction is bowling, 
and it’s “tremendous,” as even the 
most phlegmatic advocates insist. 

Started here only two years ago, 
as a late-night spectacle, tv bowl- 
ing is now drawing ratings be- 
tween 11 and a phenomenal peak 
of 17.9—a figure some prime-hour 
network shows would be glad to 
settle for. 

On the road, where a film ver- 
sion is now showing around the 
country, the reaction has been 
similar. In San Jose, Cal., recently, 
the show went off the air after 
only two, instead of three, games— 
and drew 1,000 complaining phone 
calls. 


@ The huge success of tv bowling 
is just the trouble, in fact. Every- 
body here is sure it will be on the 
networks next fall, and is now try- 
ing to get into the act. Jules Her- 
buveaux, head of WNBQ, NBC o- 
and-o outlet where the whole 
thing started, is earnestly trying 
to win acceptance and sponsors for 
an NBC version. And auto dealer 
Pete DeMet, his main competitor, 
recently journeyed to New York 
to try to interest ABC-TV and 
CBS-TV. 

So far, both parties are still 
“planning,” though Mr. Herbu- 
veaux hopes soon to get a one-shot 
bowling tryout placed on a partici- 
pation show, probably “Tonight.” 

Originator of modern-dress tv 
bowling, all contenders agree, is 
Matt Niesen, local bowling alley 
proprietor. Earlier attempts at 
video kegling had failed, chiefly 
because the traditional five-man 
team play was cumbersome and 
lacked drama. 


® Niesen developed a “Champion- 
ship Bowling” format in which 
two top-ranked bowlers would 
compete—on his alleys—in three- 
game stanzas. He sold the idea 
(and locale) to WNBQ, which put 
it on for an hour at 11 p.m. Pete 
DeMet, a heavy tv advertiser, then 
snapped it up as a sales vehicle 
for his Pontiacs and used cars. 


f- a 


| HE CAN HELP YOU 


If you're looking for 
National Distribution 


" Ba 


Barney Kingston 
Merchandising Director 


If you’re a manufacturer, distributor or 
advertising agency executive seeking 
quick national distribution via the inde- 
pendent direct selling field this may be 
> important message you ever 
read. 


You'd be surprised to know how easy it 
is to put your product or service in every 
city, town and hamlet in the U. S. Also 
in many foreign countries. 


The service of our experienced merchan- 
dising staff is available at no cost. 
They'll analyze your product, see if it 
has resultful direct selling possibilities. 


{f your product qualifies they'll present 
a 32-year sales-tested plan for speedily 
giving 48-state distribution—a plan that 
starts over 50 new companies every 
month . . . many of which now do a 
multimillion dollar business. 

Don't lose another day's sales. Write 
now to Barney Kingston, Merchandising 
Director. Dept. A-184, Opportunity Mag- 
azine, 850 North Dearborn Street, Chi- 
cago 10, Illinois. z 

Zz 


Later, a half-hour version was 
added on Tuesday nights, spon- 
sored by Robert Burns cigars, and 
for next fall WNBQ is planning to 
turn yet a third late evening over 
to the keg addicts. The original 
show has proved so popular that 
the station plans to keep it on 
throughout the summer this sea- 
son. 


Impressed by the stunning re- 
action to match-play bowling, Pete 
DeMet decided to enter the field 
himself. First, he got Matt Niesen 
to package a “Championship Bowl- 
ing” film series which is now run- 
ning profitably in 62 markets— 
DeMet confidently predicts 100 
markets by next fall. 


® Then DeMet decided to get 
ready for network bowling by 
signing up top bowlers all over the 
country on exclusive long-term 


fie ley" 


contracts. One result was DeMet’s 
current conflict with his station 
and his producer—Matt Niesen is 
now threatening legal action to 
break this threatened “talent 
monopoly.” 

The DeMet forces say they have 
so far signed up about 30 bowlers, 
including most of the top-rankers. 
Herbuveaux and Niesen deny this, 
saying that “very few” of the top 
bowlers are signing. One reason 
reportedly is the money involved. 

DeMet’s contracts offer bowlers 
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$500 per three-game network 
series when they win, $200 when 
they lose, and $5,000 for a 300 
game. This is pretty fabulous as 
professional bowlers measure mon- 
ey, but the people around NBC 
Chicago are saying it’s peanuts. 
They’re talking in terms of $1,000 
per winner, $500 per loser and at 
least $25,000 per 300 game, plus 
other benefits. 


® The outcome of this before-the- 
act power struggle is anybody’s 


CHANNEL 2 


a 


in Pittsburgh, the nation’s 
. Sth market. 1,134,710 TV 
homes. Retail sales over $5 
billion. Western Pennsyl- 
vania’s pioneer TV station. 


Ww PTZ 
CHANNEL 3 


in Philadelphia, the nation’s 
3rd market. 1,947,322 TV 
homes. Retail sales over 
$6" billion. Eastern Penn- 
sylvania’s pioneer TV station. 
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guess; but of the imminence of 
network bowling nobody seems to 
have any doubt. Both sides are re- 
ported making almost daily pitches 
to national sponsors, both are 
throbbing excitedly about the 
prospective audience of 20,000,000 
U. S. bowlers—and both are con- 
vinced they’ll have to be ready to 
roll for next fall. 

As people on both sides told AA, 
in almost the same words: “If we 
os get this soon, somebody else 
will.” 


Tenenbaum Joins Warren 

Mel Tenenbaum, formerly v.p. in 
charge of radio and tv of Ohio Ad- 
vertising Agency, has been named 
radio and tv director of Paul C. 
Warren Advertising, Cleveland. 


Fleckles Joins ‘Journal’ 

Robert V. Fleckles, formerly 
with Metropolitan Sunday News- 
papers, has joined the New York 
sales staff of Ladies’ Home Jour- 
nal. 


‘Companies Wouldn't 
Welcome Annual 
Wage Plan—Survey 


New York, March 8—How prac- 
ticable is the guaranteed annual 
wage, which a number of unions 
are urging because of increasing 
industrial automation? 

In a partial attempt to answer 
the question, Mill & Factory, a 
Conover-Mast publication, has 


conducted a survey among indus-| 


trial companies of ail types and 
sizes on the feasibility of paying 
workers a guaranteed annual 
wage. 

Results: 92% of the companies 
canvassed say they would be un- 
able to guarantee a specific annual 
wage to their workers. Reasons 
given: fluctuating markets; sea- 
sonal sales; varying prices. 

Use of automatic equipment 
would not be curtailed by a guar- 
anteed annual wage, according to 


Ww B2-TrVv 
CHANNEL <& 


in Boston, the nation’s 6th 
market. 1,267,223 TV homes. 
Retail sales over $6 billion. 
New England's pioneer TV 
station. 


7th market. 1,059,055 TV | 
homes. Retail sales over $5 | 


billion. Northern 
pioneer TV station 


California’s | 


YOUR NATIONAL SPOT CAMPAIGN IS NOT 
COMPLETE WITHOUT THE WESTINGHOUSE 
STATIONS. 


WBC’s magic numbers work sales magic 
for advertisers. Maximum power, low 
channel numbers mean better coverage. 
Big and growing numbers of TV homes 
mean huge markets. And they’re rich 
markets . . . as you can see from the 
figures in the big numbers. So let WBC’s 
magic numbers work their sales magic 
for you. Start by dialing the number 
cf your nearest WBC television station 
for availabilities. Or, call Eldon Campbell, 
WBC’s National: Sales Manager. His 
number is PLaza 1-2700, New York City. 


WESTINGHOUSE 
BROADCASTING COMPANY, 
INC. 


WBZ+WBZA* WBZ-TV, Boston; KYW* WPTZ, Philadelphia; 
KDKA* KDKA-TV, Pittsburgh; WOWO, Fort Wayne; 
KEX, Portland; KP1IX, San Francisco 


KPIX represented by THe Katz AGEncy, INc. 
WBC National Representatives—Free & Peters, INc, 
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93% of the respondents. 

If forced to adopt a guaranteed 
wage, the companies canvassed 
say, they would have to modify 
“fringe” benefits, curtail labor 
force, increase use of automatic 
equipment, and give up plans for 
expansion. 


Advertising Reporters Form 
New York Ad Press Club 

The Advertising Press Club of 
New York has been formed by a 
group of reporters who cover the 
advertising scene in New York. 
Robert B. McIntyre, advertising 
news editor, Editor & Publisher, 
has been elected president. 

Other officers are William M. 
Freeman, advertising news editor, 
New York Times, v.p.; Ted Lon- 
ergan, assistant editor, Advertis- 
ing Agency & Advertising & Sell- 
ing, recording secretary; Lawrence 
Bernard, associate editor, ADVER- 
TISING AGE, corresponding secre- 
tary; Bernard J. Tolk, associate 
editor, Printers’ Ink, treasurer, 
and Herbert L. Stephen, field edi- 
tor, Printers’ Ink, ex-officio ad- 
visor. 


IT’S IMPOSSIBLE 
TO SELL CANADA 
a WITH U.S. PAPERS! 


e<——-_ — 


Canada is a national market 
—actually nine major markets 
—reached only through 
national Canadian business 
publications. The recent 
survey* made for the 105 
member BNA publications 
tells you who reads Canada’s 
national business media, 
how much they read and 
action taken. Write to-day 
for this complete story 
of 105 Canadian Business 


publications. 


*Gruneau Research Bulletin 
1954 on request 


137 WELLINGTON ST. W., TORONTO, CANADA 
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El Dorado Names Mannion 

El Dorado Refining Co., El Do- 
rado, Kan., has appointed Thomas 
P. Mannion advertising manager 
of El Dorado and K-T Oil Corp., 
a new post. Mr. Mannion formerly 
was manager of Sovereign Serv- 
ice Inc. ; 


Patterson Joins Rep 
McDonald-Thompson, western 
publishers’ representative, has 
appointed Bruce M. Patterson an 
account executive in its Denver 
office. Mr. Patterson formerly 
was an ad salesman for the Den- 


Hold that market! 


ver Monitor. 


The heart of the radio-electronic market is the 
group of 35,000 radio engineers who design, 
manufacture and operate. They are all IRE 


members. 


In addition to these individual engineers, you 
cannot overlook 3500 firms and 1500 distributor 
organizations to “hold that market.” 


The IRE DIRECTORY reaches all the engineers. 
The “Firm & Products Supplement” reaches the 
firms and distributors to give you double cover- 


age of your market. 


Engineers are educated 
to specify and buy! 


INSTITUTE OF RADIO ENGINEERS 


i 


RE DIRECTORY 


Advertising Department 


1475 Broadway, New York 36, N. Y. 
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|WXIX Appoints to Sales, 
Promotion and News Staffs 


WXIX, Milwaukee CBS-owned 
tv station (formerly WOKY-TV), 
has appointed three account ex- 
ecutives, an assistant promotion 
manager and a news director. 
Named as account executives are 
William C. Goodnow, formerly 
sales manager of WCAN, Milwau- 
kee; Arthur J. Harris, formerly 
a WCAN-TV sales executive, and 
James J. Dunham, formerly with 
KSOO, Sioux Falls, S. D. 

Robert H. Van Roo, formerly 
with the Milwaukee Sentinel, has 
been appointed promotion assist- 
ant, and Guy Runnion, previously 
with KABC-TV, Hollywood, has 
been named news director. WXIX 
operated as WOKY-TV until Feb. 
27, when CBS took over the sta- 
tion. 


White Plains Shopper 
Converts to Weekly Paper 

The White Plains Shopping 
News, after 22 weeks of publica- 
tion, has converted to a weekly 
newspaper called the White Plains 
News. William H. Marriott, pub- 
lisher, said the tabloid has a con- 
trolled circulation of 60,000. - 

Mr. Marriott is the former pub- 
lisher of Family Weekly. He said 
the paper has 200 retail accounts, 
and that nearly $200,000 in adver- 
tising has been contracted for this 
year. 


Council Offers Awards 


The Market Research Council 
of New York City is offering $100 
awards to four undergraduates 
and two graduate students of mar- 
keting research who submit out- 
standing papers in their courses 
at college. 


ket for you.. 


$421,468,000 
® Food $69,647,000 


ph, 
ee we 


Mississippi is a growing mar- 
. and latest 
SRDS figures for just the 16- 
county Jackson trading zone 
prove this is a market well 
worth cultivating. 


© Consumer Spendable Income 


and you reach more 


of the Mississippi 
Market with... 


Now there are more retail sales 


in Mississippi 


Mississippi's two largest, state-wide newspapers help you reach 
more of the growing Mississippi market. Your nearest Katz 
Agency man will gladly give 
you additional market data. 


® Drug $7,858,000 
® Appliances $15,699,000 
® Automotive $74,212,000 


= 
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Getting Personal 


Tom Gardiner, business manager of the Journal of the American 
Medical Association, is receiving congratulations on his forthcoming 
marriage to Mary Whalen, who is a member of the AMA account- 
ing staff. The wedding will be solemnized March 17... 

S. O. Shapiro, v.p. and circulation director of Cowles Magazines, 
will serve as associate chairman, joint defense appeal of the Ameri- 
can Jewish Committee and the Anti-Defamation League of B’nai 
B’rith, whose campaign to raise $5,000,000 nationally will open April 
3 with a dinner in the Waldorf-Astoria. ..Sigurd Larmon, Young & 
Rubicam president, who is a native Nebraskan, has been appointed 
as an admiral in the Great Navy of the State of Nebraska by Gov. 
Victor Anderson. That navy has but one rank, all admirals, with 
equal privileges and responsibility to boost Nebraska... 

Dave Charnay, head of Allied Public Relations Associates, New 
York, is chairman of the special events committee to raise funds for 
the New York chapter, American Red Cross... 


LUCKY ONES—Vacationing at Redington Beach, Florida Gulf Coast 
resort, are Mr. and Mrs. Donald S. Hutchinson. Mr. Hutchinson is 
president of the Point-of-Purchase Advertising Institute. 


“Sam McKelvie, Son of the Soil” is the title of the first book in 
a Nebraska Heritage series—written by Bruce H. Nicoll and Ken 
R. Keller, and published by Johnsen Publishing Co., Lincoln. Sam 
McKelvie, subject of the biography, is a former Nebraska governor, 
cattleman and farmer; publisher of Nebraska Farmer and the 
Colorado Rancher and Farmer, where the story is now appearing 
serially. . . 

Jack Cornelius, who retired at the end of the year as exec v.p. 
in charge of BBDO’s western offices, thinks the retirement business 
is really something. He’s getting some usable rest in Boca Grande, 
| 

That old saying that children are made for grandparents holds 
true. W. E. Ledbetter, v.p. in charge of western sales and offices, 
Shannon & Associates, publishers’ representative, Chicago, writes, 
“Lo and behold, my friend, I’m a brand new grandfather.” His 
grandson, 6 lbs., 9 oz., was born in Highland Park Hospital, High- 
land Park, Ill., to Donald Fried and the former Etienne Drayton 
Ledbetter Jan. 24...Lansing Moore, Anderson & Cairns account 
exec, has taken over the advertising assistant workshop course at 
City College, New York... 

Julius Joseph Jr., media director at Franklin Bruck Advertising 
Corp., New York, will be father-of-the-bride in September when 
his daughter Lynne marries Lt. Irwin Abrams. He’s on active duty 
with the Air Force and Lynne has been a licensed pilot since she 
was 16. Now 20, she is in Seventeen’s ad production department... 

An upcoming cover for This Week Magazine will show a blonde 
standing beside an MG, and for the record you’d probably like to 
know that she is not only a model, sports car afficionado and art 
student, but also the daughter of Ed Witalis, Benton & Bowles art 
director. Nineteen now, Valerie Witalis has been a sensation on 
racetracks in Long Island, Connecticut and Pennsylvania since she 
was 16... 

Painless dentistry: Sterling Couch, WDRC traffic manager, Hart- 
ford, sent by his doctor to a dentist for some specialized work, found 
the dentist to be Dr. Robert Bernert, who had participated 23 years 
ago in Couch’s “Young Folks” program over WDRC. “Had such an 
interesting time remembering things, I don’t remember feeling any 
pain,” it says here. 

John E. Wallace, Sunset salesman, is the proud father of a 9-lb., 
l-oz. son, Frederick Edwin, born at the Marin General Hospital 
near Millbrae, Cal... Reinhart Knudsen, v.p. of Botsford, Con- 
stantine & Gardner, Seattle, has been named chairman of the sum- 
mer scholarship committee of the Seattle Advertising and Sales 
Club. The committee places University of Washington advertis- 
ing students in agency and media spots for ten-week summer 
jobs... 

Short winter vacations were enjoyed in recent weeks by Julian 
Gross, president of Julian Gross Advertising Agency, Hartford, 
who, with Mrs. Gross, cruised to Nassau, and Charles E. Rynd, 
president of Audio and Video Products Corp., New York, and Mrs. 
Rynd, who went to Florida... 

At the AFA 5th District’s meeting in Dayton, John D. Yeck, part- 
ner in the Yeck & Yeck agency, was awarded the Advertising Man 
of the Year title for his “voluntary service to the advertising pro- 
fession and, as an advertising man, for his service to the people.” .. 

George R. Stege, Leo Burnett executive, has just become a grand- 
pop for the second time. His daughter became the mother of a girl, 
who is the sister of a boy born a year ago... 
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Shifting Bulges May Bring 
“New Look” to Building Market 


One might never guess it from 
conversations with “big” builders, 


Industries Conference) to comment 
on the 1955 forecast issued by 
Harold Berlin, Vice President of 
Johns-Manville Corporation. Since 
many of these men do not ordi- 
narily express their opinions for 
public dissemination, their confi- 
dential comments provide added 


The editors of Practical Builder 
and Building Supply News are con- 


' Building Material and Construction | 


(ADVERTISEMENT) 


The significant disagreement ap- | approximately 50% of all commer- 


pears to be in “Modernization,” | cial, industrial, institutional and 


which is understandable. This mar- | other non-residential construction, 


ket (a familiar one to Practical | about 20% of all construction 
Builder advertisers who have had classed as “public utility” in gov- 
full details on it for at least the ernment statistics, and all reported 
last 5 years) is “new” to many of ,work—plus 75% of the unreported 
the analysts, and difficult for them work—in maintenance, remodeling 


to define. and repairs (except “heavy” main- 


or from a look at the booming 
figures on January housing starts, | 
but many building industry leaders 
detect grounds for viewing 1955’s 
optimistic construction forecasts 
with reservations — as to type of 
activity ahead if not as to dollar 
volume. 

Current issue of the Red Letter 
of the Building Market, a confi- 
dential building industry analysis 
by the editors of Practical Builder 
and Building Supply News maga- 
zines, points out that there are 
many indications that the vast light | 
construction segment of the build- 
ing industry will begin to reflect 
variations in the character of its 
activities, perhaps as early as the 
last quarter of 1955. 

New residental construction, es- 
timated at $15.3 billion say the 
experts, may begin to taper down- 
ward, in anticipation of which 
manufacturers will need to be alert 
to the usefulness of their products | 
in other branches of light construc- | 
tion, such as the rapidly expanding | 
commercial and industrial building 
activity and the huge remodeling 
and repairs market. 

While the Red Letter points out 
that no one predicts an immediate 
or a drastic change that will be 
felt for any prolonged period, the 
astute building product manufac- 
turer and the far-sighted contrac- 
tor-builder alike need to be alert 
to signs of changing volume em- 
phasis and be prepared to adjust 
their operations to them. 


Home Ownership No. 1 Goal 


Home ownership continues to be 
the most appealing goal of the 
majority of our nation’s families, 
the Red Letter says. Attainment of 
this goal was made possible largely 
by the ingenuity of building prod- 
ucts manufacturers who developed 
materials, tools and equipment that 
enabled builders to produce homes 
and related structures at costs that 


brought them within the purchase 
imagination of the average family, | 
and at the same time made their fi- | 
nancing attractive to Government | 
and private capital. 

The problem of all concerned, 
the Red Letter declares, is to main- 
tain a forward look and a forward 
march. Home ownership needs to 
be fostered as the family goal, and 
manufacturers, builders and financ- 
ing groups must combine to work 
together to make home-building 
profitable, home-ownership attrac- 
tive, and home-financing a desir- 
able investment. 

The “average” builder who is the 
real backbone of the industry, the 
Red Letter points out, must become | 
a better merchandiser. He faces in- 
creasingly stiff competition from 
mass and mobile housing facilities, 
as well as from motor car manufac- 
turers and other aggressive bidders 
for the consumer’s cash and credit 
dollar. 


Biggest Boom Still Ahead 


Manufacturers and builders 
alike, must be prepared to utilize 
the factors of expansion, improve- 
ment and obsolescence in their pro- 
motional planning. Today’s con- 
tinuing structural and appliance 
improvements make a 10-year old 
home as obsolete as a 1951 auto- 
mobile. 

Paraphrasing the current Red 
Letter’s concluding paragraphs, 
“we will continue to have an ap- 
pealing and attractive multi-billion 
dollar light construction industry 
for some years to come, but the 
next few years will likely see a re- 
arrangement of its bulges—this as 
a forerunner of what promises to 
be the biggest building boom of all, | 
starting in the 1960's.” 


| ditioning their readers for this era 


of change and expansion for the 
progress and profit of their indus- 
try, which plays such an important 
part in the economic health of the 
nation. 
Executives desiring to receive 
personal copies of the Red Letter 
of the Building Market regularly, 
may do so by addressing Red 
Letter Editor, 5 South Wabash, 
Chicago 3, Illinois. 


Building Experts 
Remain Optimistic 
on 1955 Prospects 


Recently Practical Builder edi- 
tors asked some 30 industry autho- 
rities (who represent the industry 
at the Department of Commerce’s 


‘of $60 billion, 


perspective. 
The Johns-Manville forecast 
opined that “money spent for new 


Our own data has shown that the. 


builder part of the modernizing, 


remodeling, expanding, changing, | 


tenance and repair work). 
Obviously there are arbitrary 
factors that must be considered in 


construction and modernization in| repairing and maintaining market | any definition such as this, but in 


1955 may reach an all-time record 
surpassing 1954’s 
record of $54 billion.” For moderni- 
zation, $20 billion was forecast; for 
private new residential building, 
$15 billion; private non-residential 
new construction, $12.5 billion; and 
public new construction, $12.5 bil- 
lion. 

Consensus of the industry ex- 
perts was that the Johns-Manville 
figure was somewhat high—that the 
total spent for new construction and 
maintenance in 1955 would more 
likely reach $57.3 billion. Of that, 
the poll ear-marked $41.8 billion 
for new construction of all kinds, 
and $15.5 billion for modernization. 


was $10 billion in 1951, $10.5 


the Light Construction segment ‘response to a request from the De- 
‘partment of Commerce for a break- 


billion in 1952, $11.2 billion in 1953, |down, we asked the opinion of the 


$13.5 billion in 1954, 
probably reach between $14 and 
$14.5 billion in 1955. There is no 
question that it is an important 
market, a huge one, and a field that 
demands major attention from any 
manufacturer of adaptable build- 
ing products. 


What About the 
Light Construction Market? 

In defining the “light” construc- 
tion market it serves, Practical 
Builder has included all residential 
construction, all farm construction, 


and will |same “board of industry experts” 
‘to which we referred thé Johns- 


Manville analysis. Consensus of 


| their analysis was as follows: 95% 


of all new residential construction; 
50% of all commercial, industrial, 
institutional and other non-resi- 
dential construction; 28% of all 
“public utility” construction; and 
85% of all “modernization,” etc. 

In dollar volume, the consensus 
forecast of the Light Construction 
Market for 1955 would thus total 
$39.1 billion, $13.1 billion of it for 
“Modernization, etc.” 


It’s simple, straight-line thinking: as a building product 
manufacturer, you want your advertising dollar not merely to go 
places but to go to the right places. You are interested not in vague, 
misty “buying influences” but in an audience that makes dollars- 
and-sense: an audience made up of builders who are buyers. And 
that’s precisely what you get in practical builder Now, with 


aggressive promotion plans for the year a 


, will you be content 


with an advertising program that gives you only a slice of the 


light construction market? Not at all! You we 


nt all of it. And that’s 


what you get in PB: the largest builder+circulation, the largest 


builder-readership, the largest builder-buyenship, at the lowest cost. 


Remember: you buy all when you buy PB 


So why settle for less? 


Says a Minnesota advertiser 
(name on request): ‘‘We 
consider the light construction 
market a prime target 

Sor our sales messages. 

In checking our inquiry 
tabulations for this field, we 
find that more inquiries have 
been received from Practical 
Builder than from any other 
building publication,’’ 


construction industry 
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Exciting things are happening on NBC Television—and exciting things 
are going to keep right on happening. 

Last year, NBC pioneered new patterns of network television pro- 
gramming. Here are a few achievements of this pioneering : 

THE SPECTACULARS. These 90-minute, full color extravaganzas 
have become national talkpieces. Example—2 LIFE covers. They have 
succeeded in reaching on the average an audience of more than 11,000,000 
homes. Nine Spectaculars have won Top Ten ratings. 


THE GEORGE GOBEL SHOW. The search for fresh new talent 


ic dee 


brought George Gobel to NBC Television. Before the season was half 
over, this young man with the new style had become one of America’s 
top comedians; his turns-of-phrase a part of the language. 

MEDIC. These authentic dramas of the world of medicine have won 
for the program award after award, as well as the flattery of industry- 
wide imitation and national recognition. 

TONIGHT. The last hours of the day were revitalized by Steve Allen. 
For sponsors, the program offers an opportunity to talk to vast, adult, 


Class A audiences at Class C rates, for the last impression that lasts. 
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This season the average NBC nighttime program has delivered over 
500,000 more homes than the next network. 

NBC Television is now pressing ahead with plans for next season. Last 
year’s originality will be continued and extended, and there are dozens 
of new ideas, all designed to move television forward in pace, originality, 
liveliness — excitement! 

We don’t say “wait till next year,” because you don’t have to wait — 
sponsors can become part of this new, living television today. Mean- 
while, tomorrow’s planning is in full swing. For the wise advertiser, 


NBC’s present is imperative —and indicative of the future. 


sources: Sept. Report II, 1954-Jan. Report Il, 1955, A.C. Nielsen Co. 
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This Week in Washington... 


Humphrey Bars Tax-Free Reserves 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, March 10—With 


speed that has left spokesmen for 
business breathless, Treasury Sec- 
retary George Humphrey has 
moved to snatch away provisions 
of last year’s tax revision bill 
which enabled companies to set 
up reserves for anticipated ex- 
penses. 

Designed to help those who use 
the accrual system of accounting, 
the plan provides that taxpayers 
can create from 1954 income re- 
serves to cover obligations which 
will be incurred in 1955. Congress 
specifically had in mind reserves 
for such purposes as price rebates, 
the servicing of warranties, and 
providing for obligations for va- 
cation pay. But the language is so 
broad that the plan covers almost 
anything, including—many _ ex- 
perts say—advertising which is 
bought one year for use in the 
next. 

All was quiet until last week, 
when Rep. Herbert Zeblenko (D., 
N. Y.)—a freshman, if you please 
—sent chills through Republican | 
ranks by warning that these extra 
deductions from 1954 income 
might mean tax savings of as 
much as five billion dollars for 
business this year. 

While no one knows how much 
would actually be involved, Sec- 
retary Humphrey quickly de- 
cided not to dispute the issue. On 
Monday he told Congress the plan 
seems sure to cost more than the 
Treasury can afford. He suggested 
that the solons lose no time de- 
bating, but go quickly about the 
chore of repealing it. 

* - “ 

Merchandiser: Senators who 
have been looking into the stock 
market boom say Walter Winchell 
is no great shakes as a stock tip- 
ster, but aside from that they have 
no quarrel with him. 

“As a matter of fact,” says one 
insider, “his stuff is completely 
accurate. After dll, most of it has 
already appeared on the financial 
pages. He just does a better job of 
merchandising it.” 

Probers may ask FCC what can 
be done about networks and sta- 
tions that let their facilities be 
used to stimulate stock specula- 
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tion. But this is small time stuff, 
so far as. the committee is con- 
cerned. The fellow they are real- 
ly after is the seemingly respec- 
table banker who closes his eyes 
to the fact that his loans are di- 
verted illegally from legitimate 
purposes to stock speculation. 
+. . * 


Finance Dilemma: Business 
groups which are traditionally 
dead set against “deficit financ- 
ing” are playing an inglorious role 
in the current debate over Presi- 
dent Eisenhower’s $100 billion 


‘highway program. On the spend- | 


pay, they turn and flee, and leave 
Mr. Eisenhower to fight the battle 
on his own. 

They know the special 6¢ per 
gallon gas tax needed to do this 
job on a “pay-as-you-go” basis 
is politically impossible. On the 
other hand, most groups can’t 
bring themselves to stand up and 
signify support for the President’s 
proposal that the roads be built 
with 30-year bonds, which can be 
amortized from revenues from 
existing gas taxes. 

One exception is the Automobile 
Manufacturers Assn., which fig- 


‘ures that highways are capital in-, 


vestments and can be financed 
with bonds, just as business finan- 
ces its own capital needs. But oth- 


tional Automobile Dealers Assn. is 
100% for roads...“But we can’t 
get a statement on financing until 
our board meets next June.” 
© . x 

Promotion Success: Treasury’s 
savings bond division got a cor- 
dial reception from the House ap- 
propriations committee this week, 
when National Director Earl O. 
Shreve reported that bond sales 
are good, and continuing to grow. 

Sales of E and H bonds climbed 
from $3.3 billion in 1952 to a pros- 
pective $5.3 billion in fiscal year 
1955. Excess sales over redemp- 
tions increased from $100,000,000 
in 1953 to $800,000,000 for 1955. 
The cash value of outstanding E 
and H bonds went from $30 billion 
in 1945 to $38.2 billion at the pres- 
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jing part, they are 100% for the;ers straddle. For example, Na-|ent time. 
| program. When the time comes to 


| 


Appropriations committee mem- 
bers were intrigued with the idea 
that the Treasury gets $56,000,000 
of time and space from media, for 
an expenditure of about $391,000 
for transcriptions, films, plates, 
posters and other materials. 

“As a matter of fact,” said Mr. 
Shreve—former General Electric 
v.p.—‘“that was one of the things 
that induced me to take this job; 
if the advertising media think 
enough of the program to spend 
| $56,000,000 on it, that is enough 
for me.” 

« . 7 

Anti-Trust Traffic Jam: So 
many congressional committees are 
busying themselves with investi- 
gations touching on anti-trust is- 
sues, it’s hard to see how they’ll 


Problem 


sum, millions more 


groups working on 


of making a certain 


aviation find it very 


The Research and 


Technical 


The Defense Department will spend close to 
$2 billion on research and development in 1955, 
with the lion’s share of this expenditure allotted 
to aviation activities. In addition to this huge 


will be spent by private in- 


dustry in the research and development of new 
equipment, materials and methods for aviation. 


However, progress in research and development 
hangs on an efficient interchange of technical 
information between companies and project 


research problems. Oddly 


enough, a great proportion of this needed infor- 
mation is unclassified. In one case it might be 
a new application of a commercial product. It 
might be a new material, a new technique or 
a new process. Or it might be merely the special 
know-how someone has acquired through years 


type of product. 


Even though most of this information is readily 
available, engineers and technicians engaged in 


difficult to keep up with the 


knowledge gained in related fields of activity. 
Development technicians are constantly seeking 
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keep from crisscrossing each oth- 
er’s trails. 

Senate and House judiciary 
committees both have big anti- 
monopoly probes shaping up. 
House interstate has authority to 
look into “advertising generally, 
fair competition, and the adminis- 
tration of...statutes administered 
by the Federal Trade Commission.” 
The House small business com- 
mittee is eyeing enforcement of 
the Robinson-Patman Act and is 
setting up a subcommittee under 
Rep. James Roosevelt (D., Cal.) 
to look into supplier-distributor 
relationships. Senate small busi- 
ness committee has a subcommit- 
tee under Sen. Hubert Humphrey 
(D., Minn.) looking into fair 
trade, cross-couponing, and New 
Jersey gasoline price wars. It al- 


so has another subcommittee, un- 
der Sen. Russell Long (D., La.), on 
enforcement of the Robinson- 
Patman Act, the impact of merg- 
ers and concentration in the brew- 
ing industry. The full committee 


itself is gunning for the attorney | 


general’s report on anti-trust laws 
(which is sure to be anti-fair trade 
and anti-Robinson Patman). 

Seems as if members feel a mor- 
al obligation to make Congress a 
full time job, now that they have 
voted themselves a $22,500-a-year 
pay scale. 


Headley-Reed TV Named 

Headley-Reed TV, New York, 
has been named to _ represent 
WTVO, Rockford, Ill; WFRV, 
Green Bay, Wis., and KFVS-TYV, 
Cape Girardeau, Mo. 


‘Liquor Advertisers Put More Money into 


Magazines in ‘54 Than in ‘53: ‘Newsweek’ 


(Continued from Page 3) 
lays for advertising were up 
21.8%. The major factor here con- 
tinued to be Seagram’s Ancient 
Bottle gin, which spent $898,013, 
or just about as much as the next 
four gins combined—Gordon’s 
($317,216), Gilbey’s ($286,400), 
Fleischmann’s ($175,260) and Hi- 
ram Walker’s ($129,788). 

Newsweek’s analysis of liquor 
advertisers’ expenditures breaks 
out the figures not only for types 


of liquor, but specific brands, and 


in many instances shows their ac- 
tual use of magazines by brands 
in 1954. Further, the magazine 
plots a five-year trend of expendi- 


tures for major liquor types and 
‘major brands within type classi- 


fications. 


® Also available to liquor adver- 
tisers and agencies, but not part 
of the report, is an analysis of b&w 
advertising vs. color advertising 
for liquors in magazines. This 
shows in part that (1) some color 
was used in 65.2% of all liquor 
magazine ads in 1954, (2) that 
more than half of the total 2,638.7 
pages were in four-color and (3) 
that only 915.1 pages were in b&w. 

The use of color varied by types: 
more than 80% 


of all bonded 
whisky advertising was in four- 


Development 


information on new products and materials, on 
product. applications and equipment perform- 
ance. Their need for this information is endless 


—and vital. 


The Research and Development Handbook 


The June issue of AVIATION AGE is designed as 
a technical reference for the technical manage- 
ment men of aviation. It will contain digested 
reports of the latest developments in the follow- 
ing fields of aviation research... 


Aircraft and Aerodynamics 


Propulsion 


Guidance and Control 


Pianning Handbook 


JUNE 1955 ISSUE 


... plus a complete review of the technical 
achievements of foreign aviation companies 
... and a Directory of Research and Develop- 


ment Contractors. 


Your product, your experience, your production 
know-how will be considered competitively by 
aviation’s technical management only if they 
know your story and your product advantages. 


Accessory Systems 


Materials 


Production Engineering 


Test and Training 


Tell your story fully in the June issue of Avia- 
TION AGE...in the RESEARCH AND DEVELOP- 
MENT—TECHNICAL PLANNING HANDBOOK. 


ADVERTISING FORMS CLOSE MAY 2nd 


Aviation Operations 


THE MAGAZINE 


Your Advertising ... 


will be a vital and integral part of this “TECHNI- 
CAL PLANNING HANDBOOK.” It is an issue that 
will be used constantly during the coming 
months by design people, purchasing agents and 
all members of aviation’s technical management. 
It is a much-needed reference for ideas, products 
and a source of subcontract help. 


AVIATION AGE 


A CONOVER-MAST PUBLICATION 


205 East 42nd Street, New York 17, N. Y. 
AVIATION’S TECHNICAL MANAGEMENT 


OF 


33 


|color, about two-thirds of the gin 
,advertising was four-color, 


and 
334.6 of the 687.6 pages run for 
Scotch ran in four-color. Cordial 
advertisers were the most frequent 
users of two-color space. 

As one might expect, practically 
all the four-color advertising ran 
in full pages; less than 10% of the 
two-color ads were full pages; and 
about one-third. of the b&w ads 
were full pages. Details on this 
section of the report may be ob- 
tained from Arthur McAnally, di- 
rector of research, Newsweek, 
Newsweek Bldg., New York. 


Doyle & Hawley Adds Account 


Peninsula Newspapers Inc. has 
appointed Doyle & Hawley na- 
tional ad representative for the 
Palo Alto Times, Redwood City 
Tribune and Burlingame Advance, 
all of California, effective April 1. 
Peninsula Living, Saturday sup- 
plement carried by the three pa- 
pers, also will be represented by 
Doyle & Hawley. 


ms aed 


is 


ALEIGH 
~~ North 
Carolina 


Retail Sales— 


$157,953,167* 


North Carolina's 3rd City 
in Total Retail Sales 


“Golden Belt 
of the South” 


Retail Sales— 


$925,382,525* 


3 of the North Carolina Total 


*(N. C. Official Sales Tax figures, 
12 mos. ending 6/30/54) 


the Kahigh 


News and Observer 
MORNING & SUNDAY 
Raleigh, North Carolina 


119,747 Morning 
129,607 Sunday 


(ABC Publisher's Statement, 9/30/54) 


The ONLY Morning-and-Sunday 
Newspaper in the entire 33 county 
“Golden Belt of the South" 


Rep: The Branham Company 
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Pabst Brewing to Expand cans will sell for 29¢; single cans| ™ 
Canned Soft Drink Line for 10¢. 


Six-page brochures have been 
mailed to food brokers and whole- 
salers. Advertising reportedly will 
include newspapers and radio and 
tv spots. Consumer couponing and 
sampling also are planned. 


Pabst Brewing Co., Chicago, 
will introduce April 1 in six mid- 
western states, Illinois, Indiana, 
Iowa, Michigan, Ohio and Wiscon- 
sin, five more flavors of canned 
soft drinks. Pabst now markets 
Tap-a Cola, a low-calorie canned 
beverage introduced last April. The NBC Film Names Ringquist 
new line, to be called Pabst Spark- | Len Ringquist, former tv direc- 
ling Beverages, will include root tor of Reingold Co., Boston, has 
beer, ginger ale, lemon, black joined the sales staff of the NBC 
cherry and orange. Three 10-oz.| film division, New York. 


You’re Certain if it’s Bundscho 


SERVE Yor 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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Have you met 


Pry 


Yes, despite the homespun 
lyrics of the popular 
song, this fashionable 

chick is none other than 
Sioux City Sue. 


She and her family live 

in or around a progressive 
midwestern city along 

with 164,200 other families. 


She likes the latest in 
fashions and appliances. 
She spends her husband’s 
above-average income 
tastefully, to the tune 

of $608 million a year 

in retail stores. As 

a matter of fact, she helps 
rank her trading area 
38th in sales/capita. 


She owns a television 

set, and is very loyal 

to one station. 

Witness - a recent Telepulse 
which gave KVTV a 

77% share of audience, 

6 p. m. to midnight, plus the 
top 23 shows. It’s a 

station that has a lot to do 
with Sue’s preferences 


a. 


in products. 
An increasing number of 
national advertisers are 
asking for her phone 
number. And a Katz 
man has it. 

CBS ABC DUMONT 


I 


Sloux City, lowa @ Serving lowa’s 2nd largest market 


A Cowles Station. Under’ same management os WNAX-570, 
Yankton, South Dakota — in the land where radio reigns. 
Don D. Sullivan, Advertising Director. 
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take a letter! 


SPICE OF LIFE—These three Remington Rand ads il- 
lustrate the range of appeals the company’s busi- 
ness paper ad program must make in fulfilling the 
varied demands of its wide-ranging marketing. The 


Phereveien 
BETTER BUSINESS METHODS 2 
; er GQeewter . 


How Massachusetts Memo rial. Hospitals : 
File Patient Records Faster, More . 
tely, in Less Than Half the Space — 


Fast, Economical Way 
to Copy 
Case Ristory Records 


New, Low-Cost, Precision Microfilm Machine 
Which 13 Smali Enowgh to Be Cacried 


July, and the ad 


Business Paper Success Story... 


Remington Rand's 


New York, March 8—The Rem- 
ington Rand line of office and or- 
ganization equipment includes ap- 
proximately 22,000 items. These 
are sold to businesses in general 
and in about 20 different specific 
classifications, grouped in ten ma- 
jor divisions. The complexity of 
market involved in just this much 
description indicates the sort of 
advertising problem which the 
company has to handle. 

Remington Rand’s advertising 
makes use—in addition to numer- 
ous general consumer media—of 
around 150 widely varied publica- 
tions in the business paper field. 

The ten sales divisions referred 
to are as follows: typewriters, ac- 
counting machines, photo records. 
adding and calculating machines, 
electronics (Univac is a widely- 
known product), tabulating, type- 
writer and duplicator supplies, 
dealer sales, shavers, and sys- 
tems. 

The sales job is both intensive 
and extensive. Each of the divi- 
sions named has from 50 to 500 
men on its staff, with a separate 
dealer sales organization handling 
its products. 


= The obviously complex adver- 
tising job is handled largely with- 
in the company’s own organiza- 
tion. S. H. Ensinger is v.p. and ad- 
| vertising manager. He has three 
‘assistants, and they work with 
Leeford Advertising Agency, New 
York. Preparation of lists and 
basic copy is done at company 
| headquarters. And since the typi- 
cal schedule for the big list of 
|papers used runs at least bi- 
monthly and in many cases 
monthly or oftener, it is a task of 
considerable magnitude. 

“With so extensive a line, we 
had to find a basis on which we 
could limit our advertising or we 
would kave had an impossible 
program,” a company executive 
explained to ADVERTISING AGE. 

“With this necessity in mind 
for some sort of reasonable limita- 
tion, we decided early that our 
philosophy had to be to use, in ad- 
dition to our limited list of gen- 
eral consumer publications and 
'the group reaching chiefly man- 
agement executives, business pa- 
pers in only those fields which 
offer large primary markets to us. 


s “With a line offering products 
to virtually every type of busi- 
ness and business organization, it 
was obvious that we couldn’t cov- 


So the schedule includes only 


those papers with a large primary | 


er every limited specialized field. | 


Varied Operations 


Take It into 150 Business Publications 


market for one or more of our 
products. 

“The slogan we often use, ‘The 
business that serves all business,’ 
certainly applies, but the adver- 
tising problem growing out of this 
universality has been pretty well 
solved.” 

Growing out of Remington 
Rand’s extensive service of ap- 
pliances and methods to all in- 
dustry and business, one of the 
company’s most important and 
practical activities has emerged— 
that of supplying (as a paid serv- 
ice) expert counsel and assistance 
to companies with record, filing, 
office organization and related 
problems. 

For instance: After the compa- 
ny has sold an entire new setup 
to a customer, it is often necessary 
to put in an auxiliary office force 
to organize the work and train the 
customer’s permanent staff in the 
operation of the system. These 
services are highly valuable to 
customers and prospective cus- 
tomers, and they provide substan- 
tial revenue. 


= “We try to tailor each piece of 
copy,” continued the Remington 
Rand executive. “The products to 
be advertised in each particular 
medium and how often each prod- 
uct is to be featured—these and 
other questions are considered, 
and the copy is worked out ac- 
cordingly. 

“In the group of papers going 
to executives, the copy naturally 
tends to be fairly general—as 
much as any of our advertising is. 
But even here a general theme is 
illustrated by specific examples of 
modern equipment and method. 

“In the specialized fields, some 
of this copy is also used, featuring 
equipment especially suited to the 
special field involved. 

“Then we have an extensive di- 
rect-mail campaign, covering reg- 
ularly and intensively every mar- 
ket where we have a business pa- 
per schedule. It is tied in with the 
business paper campaign; so that 
the combination produces fine 
inquiry volume for the sales force 
to work on.” 


® The direct-mail material is ex- 
ceptionally impressive. One typi- 
cal folder has a 7x10” page size. 
It is printed on heavy stock, some- 
times featuring a reprint of an in- 
formative article on company 


equipment run in some business | 
papers. Always, of course, it is 
fully illustrated with photographs 
of the featured equipment in op- 
eration. 


Me Aine 


ad at left appeared last year in Business Week. The 
one in the center was used in Hospital Progress last 


ative 


at right ran in the Business Educa- 


tion World in January, 1955. 


| A typical piece of copy, using 
the general appeal plus a case his- 
tory, ran in the utility journals. 
It carried a standing head: ‘Better 
Business Methods for Greater 
Profits Through Lower Costs.” The 
ad posed the question, “Could you 
handle a 300% surge in service 
calls in one day, with no stress or 
strain?” And it then explains how 
a New England public utility did 
so—using Remington Rand equip- 
ment, of course. A special 12-page 
booklet, “Public Relations in Ac- 
tion,” is offered to get coupon re- 
sponses in this case. 


® This is the business paper ad- 
vertising and promotion setup of 
Remington Rand, one of the coun- 
try’s most extensive users of busi- 
ness papers, and it has been highly 
effective for nearly 30 years of 
the company’s successful operation. 

Remington Rand today is the re- 
sult of a series of mergers of or- 
ganizations already among leaders 
in their respective lines. Oldest in 
the group is Remington, maker of 
typewriters and other lines; the 
company was founded 80 years 
ago. The Rand Co., founded by 
James H. Rand Sr., eventually 
merged with Kardex Co., founded 
by James H. Rand Jr., and this 
combination took in a number of 
other companies in the visible 
equipment field. 


® In 1927, the Remington organi- 
zation was brought into the pic- 
ture. A number of the names of 
lines made by companies which 
were taken into the organization 
are still used to identify the prod- 
ucts, Remington being the most 
prominent of these. Others are 
Kardex, Safe-Cabinet, Library 
Bureau, Film-a-record, and Index 
Visible. 

Remington Rand’s “most fre- 
quently used” list, broken down 
by the specialized markets covered, 
in addition to the executive group 
—and excluding a number of re- 
gional papers—numbers 109 pub- 
lications and indicates the broad 
coverage of this company’s vigor- 
ous and continuing campaign in 
business publications. 


Storer Names Powell 

Ralph C. Powell, formerly asso- 
ciated with a tv antenna manufac- 
turer, has been named director of 
trade relations for Storer Broad- 
casting Co., Miami. Mr. Powell’s 
assignment is to promote the sale 
of new tv sets and converter in- 
stallations in the Miami area, 
where Storer now operates WGBS- 
TV, a u.h.f. outlet. 


‘Fame’ Sold on WRCA-TV 


National Gypsum Co. has signed 
to sponsor “Fame,” a 15-minute 
| film series based on the careers of 
| great Americans, for 13 weeks 
|over WRCA-TV, New York. Bat- 
| ten, Barton, Durstine & Osborn is 
| the agency. 


end 
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POPULAR __ 


.* 


ELECTRONIC 


This This 


... Half page ad for -...POPULAR 
RAYTHEON, the world’s ELECTRONICS, the 
leading producer of You don't need 10 be « skilled first and only book in the 


musician to pick out tunes on this 
unusual “Electric Organ”. It's easy” 
and inexpensive to make using 


transistors, and 


how-to-do-it, how-to-build-it, 
internationally known 


WHERE-TO-BUY-IT 


electronics manufacturer, pa ese mgt a og electronics field. The 
offered instructions for alii estes book designed specifically 
building a transistorized for the new, untapped, 
electric organ, using a fast-growing experimenter 
RAYTHEON CK722 and hobbyist market. 


transistor. 


RAYTHEON MFG. CO. 
Receiving and Cothode Roy Tube Operations 
Newton 58, Mossochusetts i 


e 
RELIABLE SUBMINIATURE AND MINIATURE TUBES 
SEMICONDUCTOR DIODES AND TRANSISTORS 


RECEIVING AND PICTURE TUBES - MICROWAVE TUBE 


equals this 


Seo More than 1,000 responses arrived in the first mail... result- 
a "Transistors Make Music” ing in boosted transistor sales for RAYTHEON ...positive proof 


of the direct action results of POPULAR ELECTRONICS. 


POPULAR ELECTRONICS is the only magazine published spe- 
cifically for the electronics-minded hobbyists, experimenters, 
radio “hams”’, hi-fi fans and students... delivers this rich, im- 
pressionable buying group without waste circulation. If your 
product or service is designed for this exciting new market, now 
is the time to look into POPULAR ELECTRONICS, the only 
magazine created to sell those who want, need, and BUY elec- 
tronics equipment and allied products. 


These GIANT STEPS in Circulation Prove the Point! 
ON <rns<cuntdeuctue biekeweend ae 
DEOINNR ovo nste sdaueseins ene 

wets: 

.. 249,700 


SOU os. ccc ce ae aees 


NN a tate 


Snowed under by bushels of mail requests are Jean Harvey and Harriet Bogosian, of 
the Receiving Tube Division. Thousands of inquiries have been received in response 
to an ad which appeared in “Popular Electronics”, offering instructions on how to 
make a Raytheon transistorized electric organ for children. (From Raytheon News) 
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than ever before, it’s advertising 


g people who make the most sales are now 


3 


ae 


last six months General Motors has 


| by an hour and a quarter. General Foods 


if 


Campana and Liggett & Myers, each 


Since the beginning of October, the above companies — along with Milner ' Products, Corn Products, 


Lewis Howe, Mutual Benefit, Consolidated Cosmetics, Brown & Williamson— 


have bought a total 
, of five additional hours on the CBS Radio Network. More than half of this 


new time is in 
nighttime radio. And a good part of it is being invested in the network’s new five-night-a-week 


“The Bing Crosby Show.” 


shows...“The Amos ’n’ Andy Music Hall,” “The Tennessee Ernie Show,” 
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Newspaper Admen Win High Praise 
for Integrity at Missouri U. Clinic 


Cotumsia, Mo., March 8—‘“Thewill show substantial gains for 


newspaper advertising profession 
has built up a majestic edifice of 
integrity,” said Joseph F. Holland, 
of the Pevely Dairy Co. of St. 
Louis, in the main address at the 
noon luncheon session last week of 
the first Missouri Newspaper 
Management Clinic, held at the 
school of journalism of the Uni- 
versity of Missouri. 

The clinic was presented as a 
service to newspapers and news- 
paper personnel by the school in 
cooperation with the Missouri Ad- 
vertising Managers’ Assn., the 


Missouri Circulation Managers 
Assn., and the Missouri Press 
Assn. 


Mr. Holland declared that news- 
paper advertising today is regard- 
ed as a total trust; that it never 
occurs to readers that advertising 
could be phony or slanted. 


= “One place alone is sacred in a 
newspaper,” he went on, “and that 
is through the integrity of adver- 
tising. Realization of an obligation 
to people is the backbone of ad- 
vertising. I am totally lost in ad- 
miration for the advertising pro- 
fession.” 

According to Mr. Holland, ad- 
vertising men have a continuing 
opportunity to do a respected job 
without sacrificing any principles. 

Calling on journalists to use 
care, dignity and bravery, he cited 
the St. Louis Post-Dispatch as an 
example of how many papers deny 
merchants advertising linage un- 
less it’s honest. 

He lashed out at bait advertis- 
ing, particularly as it is used on 
radio, and called it a national 
scandal in business. He related this 
to “lucky buck” circulation pro- 
grams, saying “they ‘certainly pro- 
mote the dignity of a great news- 
paper’... They are below the dig- 
nity of any newspaper.” 


= Mr. Holland, general counsel 
for the dairy, had served as as- 
sistant city counselor and as city 
counselor in St. Louis after work- 
ing for both the Globe-Democrat 
and Post-Dispatch in that city. 

He concluded by declaring that 
the difference between life in 
America and elsewhere in the 
world is advertising, and the 
wholesome appetites it creates. 

Generally geared to the problems 
of weekly and small daily news- 
papers, the clinic opened with an 
address by James W. Wilson, pub- 
lisher of the Times Herald, Carroll, 
Ia., who spoke immediately pre- 
ceding two advertising panels, 
one on local and cooperative, the 
other on classified and national 
advertising. 

Mr. Wilson said that today “one 
must spend more time preparing 
selling programs. Show customers 
what profit is gained by using your 
service. To do this, it is necessary 
to provide more service.” 


® He pointed out four basic ele- 


ments in good newspaper sales 
presentations: (1) picture the 
market and sales potential, (2) 


show the need for greater promo- 
tion, (3) tell why the newspaper 
is best and (4) make a specific 
proposal. 

Recommending a “time table of 
opportunities,” Mr. Wilson said, 
“It gives you an idea of what mer- 
chandise is selling in certain 
periods of the year. You can go to 
your customer, secure in the know- 
ledge that you know what he 
should be pushing saleswise at the 
time.” 

By showing the customer that 
time and thought have been spent 
on his problems, according to Mr. 
Wilson, “you can practically guar- 
antee results.” He said a regular 
schedule set up by the salesman 


the customer and increased linage 


for the newspaper. 

Mr. Wilson noted that the rate 
of spending is at an alltime high 
but that there is greater competi- 
tion for the advertising dollar. “We 
must get prepared to sell our share 
of that business increase. Our sell- 
ing techniques will have to be im- 
proved and more effort placed on 
selling intelligently.” 


® He said he thought “it would|{J 


help, too, if we could get some 
glamor into our business.” Ad- 
vocating promotion increases, he 
asked, “Aren’t we entitled to 
pound our chests and brag just as 
much about our accomplishments 
as the radio, the tv, the movies, 
the magazines?”’ 

How much hard work and cost 
are put into trying to improve 
things for readers and advertisers 
because newspapers are interested 
in their welfare should be pub- 
licized, he said. 


Airbrush Techniques 
for Artist Covered 
in Book by Maurello 


New York, March 8—“‘The Com- 
plete Airbrush Book” by S. Ralph 
Maurello, director of the airbrush 
department at Germain School of 
Photography and instructor at the 
Newark School of Fine & Indus- 
trial Arts, attempts to present a 
complete manual of airbrush tech- 
nique for the commercial artist, 
photographer, etc. 

It is published by Wm. Penn 
Publishing Corp. at $7.95. 

Step-by-step instruction, accom- 
panied by more than 400 photo- 
graphs, drawings and diagrams, 
leads the artist through shortcuts 
and “tricks of the trade” in air- 
brush technique. 


® The author describes and shows 
the methods of creating flat and 


graded washes, spotlight, stipple, |. 


spatter, “soft-edged” and other ef- 
fects, including transparent and 
opaque color technique. 

This is followed by separate 
chapters on the highly specialized 
aspects of airpainting as applied to 
mechanical and technical illustra- 


tion, rendering, architectural ren-|' 


dering, product design and pic- 
torial rendering, portrait rendering 
and restoration, etc. 

Also, techniques for photo re- 
touching in advertising, editorial 
and commercial art uses are cov- 
ered in a separate chapter. 


Bolta Products With D’Arcy 


AA erred in its Feb. 28 issue in ; 


reporting that Bolta Products Sales 
Inc. was set up by General Tire 
& Rubber Co. in 1946. Actually, 
Bolta was established in 1929 and 
only became a division of General 
Tire last May. Also, H. B. Hum- 
phrey, Alley & Richards, Boston, 
is no longer the Bolta agency. The 
account moved last October to 
D’Arcy Advertising Co., Cleveland, 
the General Tire agency. 


Beach Joins Film Producer 


Edward R. Beach has resigned 
as a v.p. and secretary of Benton 
& Bowles, New York, to become a 
v.p. and director of International 
Affiliates Inc., producer of foreign 


|/motion pictures and tv films and 


U.S. representative for foreign 
film producers. 


S. F. Art School Offers Award 


The San Francisco Academy of 
Advertising Art is offering $100 as 
top award in a trademark design 
contest open to students of the 
school. 
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NOVITIATE—This group of persons, 
about to enter the advertising business, is taking the 
midwestern advertising aptitude test, sponsored by 
the American Association of Advertising Agencies, 
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given recently at Northwestern University. The all- 
day exam is one of a series given to help determine 
whether those interested in entering advertising are 
equipped with the abilities to help them make good. 


‘Loose Art’ Ads 
in Newspapers 
Pay Off for S&W 


SAN FRANCISCO, March 8—“Loose 
art,” a technique developed by 
Foote, Cone & Belding to get bet- 
ter results from r.o.p. color ads, can 
be used in the illustration of peo- 
ple as well as inanimate objects, 
J. Roy Peterson, FC&B account ex- 
ecutive, told the San Francisco 
Advertising Club last week. 

The new technique, which was 
developed first for S&W Fine 
Foods, consists mainly of sketches 
of brightly colored figures drawn 


Breathing SW makes 
és Sieuph: Worrdertid. 
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‘LOOSE ART’ PLUS—This ad combines 
human interest with the “loose art” 
technique used in r.o.p. color ads 
by Foote, Cone & Belding for S&W 
Fine Foods. The first S & W 
“loose art” ad, May, 1953, proved 
so successful that S & W put its 
entire 1954 budget into newspa- 
pers. 


with casual lines with no attempt 
to achieve a realistic effect, Mr. 
Peterson explained. 

Until recently, the ads featured 
only foodstuffs. But it was felt, 
Mr. Peterson said, that the ads 
lacked human interest appeal. 

The agency began to experiment 
with the technique in the illustra- 
tion of people and it was found, he 
said, that if the artwork is re- 
stricted to flat over-all color with 
no shadings, it can be used suc- 
cessfully to add human interest to 
appetite appeal. 

The initial “loose art” campaign 
(AA, May 11, 53) scheduled ads 
in about 50 papers in seven states 


and Hawaii. Although S&W will 
not state exactly how much it has 
expanded its schedule, the list of 
newspapers for 1954 is consider- 
ably longer than that of 1953. 
About 70 West Coast papers, two 


Chicago papers, two in St. Louis. 


and three Sunday supplements in 
New York carried r.o.p. color ads 
last year. The entire S&W budget 
was put into newspapers in 1954. 


® Commenting on color advertis- 
ing, Mr. Peterson said: 

“Color today plays a much big- 
ger part in our daily living than 
ever before. But there is still some 
laxity among newspapers in their 
handling of color, particularly 
four-color.” 

“We believe that if newspapers 
are going to offer color advertising, 
they must tighten up their han- 
dling of it and hire people who 
know what they are doing,” he 
continued. 

“Every time we get a poor re- 
production, we have to re-sell the 
client on the use of r.o.p. color. 
This is not as it should be—the 
burden should be on the newspa- 
pers. We should not have to defend 
the errors of a medium.” 


Develops Liquid Graphite 


American Lead Pencil Co., Ho- 
boken, N.J., reports that it has 
developed a liquid graphite in its 
laboratories for use in liquid lead 
pencils. Not planned as a replace- 
ment for its regular line of lead 
pencils, American said it will in- 
troduce a line of liquid lead pencils 
shortly. Scripto Inc. is currently 
selling a liquid lead pencil, while 
Parker Pen Co. has stopped pro- 
duction of mechanical lead pencils 
and will launch its version of a 
liquid lead pencil shortly. Parker 
and Scripto have an agreement to 
share their knowledge in certain 
areas, rather than compete with 
each other (AA, Feb. 21). 


Symphony Names Waggoner 

Mrs. Mary Waggoner has been 
appointed sole advertising repre- 
sentative for the Chicago Sym- 
phony Orchestra program for the 
1955-56 season. She formerly was 
ad manager of Chicago Stagebill 
and currently is publisher of the 
Playboard, which handles pro- 
grams for the Lyric Theatre, Chi- 
cago opera company, and Metro- 
politan Opera, New York, and 
other organizations. 


‘Companion’ Moves Everett 
Wright Everett, formerly with 


the Boston sales staff, has trans- | 


ferred to the New York sales staff 
of Woman’s Home Companion. 


Business Paper Ad 


‘Volume Drops 2.4% 
in lst Two Months 


CuHIcaGco, March 8—Business pa- 
| per ad volume dropped 2.4% in the 
first two months of 1955 compared 
with the same period of 1954, In- 
dustrial Marketing reports in its 
current issue. 

This represents a loss of 1,628 
pages. February also showed a 
2.4% decrease, a loss of 840 pages. 

The IM report is based on a 
study of 286 publications reporting 
to the publication. 

Class publications showed a gain 
of 0.3% (eight pages) for Feb- 
ruary, compared with the previous 
year, and 2.1% (109 pages) for the 
year to date. 


® Industrial publications lost 2.5% 
(542 pages) in February, 2.8% 
(1,222 pages) in the first two 
months of 1955. 

Product news publications were 
down 0.6% (18 units) for Feb- 
ruary, 1.3% (82 units) for Jan- 
uary and February. 

Trade papers reported a loss of 
18% (114 pages) for February, 
and 1.7% (212 pages) for the year 
to date. 

Export publications were down 
16.6% (174 pages) for the month, 
and dropped 9.5% (221 pages) for 
the first two months of 1955. 

A summary of the Industrial 
Marketing tabulations follows: 


Month of February 


% 
1955 1954 change 
Industrial .......... 21,449 21,991 — 2.5 
Product News* 3,111 3,129 — 0.6 
seen 6,252 6366 — 1.8 
ES Sicsavacissigl 2,747 2,739 + 03 
I ss cosansdinse 874 1,048 —16.6 
WEE “Yotasarcsces 34,433 35,273 — 2.4 
January & February 
% 
1955 1954 change 
Industrial .......... 42,024 43,246 — 2.8 
Product News* 6,007. 6,089 — 1.3 
eee 12,028 12,240 — 1.7 
NS: <ichascdoccstins 5,300 5,191 + 2.1 
ne 2,115 2336 — 9.5 
WE iiss poichivtiess 67,474 69,102 — 2.4 
* (1/9 page units) 
Revco to Beeson-Reichert 
Revco Inc., Deerfield, Mich.., 


maker of Revco food freezers, has 
appointed Beeson-Reichert, Tole- 
do, to handle its advertising. Beau- 
mont & Hohman, former agency, 
will release existing schedules; 
however, Beeson-Reichert will be- 
gin working on future ad plans 
immediately. 
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...like WCAU, Philadelphia 


In 1954—the 19th consecutive year of Penn football on WCAU-Radio— 
nearly 2,000,000 more listeners tuned to Penn on WCAU than to a competitive 


station carrying the identical football schedule. Source upon request 


The Philadelphia Bulletin Radio and TV Stations . CBS Affiliates . Represented by CBS Radio and Television Spot Sales 
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Duncan Hines Name Sells Consumers; 
Licensees Volume: 


(Continued from Page 2) 

He reasoned also that there must 
be quite a number of independent | 
manufacturers in the country, 


Advertising Age, March 14, 1955 


‘Duncan Hines and it has since 
‘been copied by the other mills. 

| This emphasis on quality char- 
-acterizes the entire Duncan Hines 
program. Roy Park has a “not by 
‘bread alone” credo. He believes 
that selling the quality in food— 
‘or in appliances, for that matter— 
“is sound selling because it recog- 
nizes the desire and ambition of 
every American to move up to- 


$50,000,000 a Year ff 


June, 1954 to determine the best. 
name for products in the bakery, 
fruit and dairy fields. 

It was found that out of 34 pos- 


making—or willing to make—good sibilities, “Duncan Hines ranked as 
products but squeezed to the wall) the outstanding and best name for 
by the aggressive, nationwide pro- food and other products.” H. R. 


= 


ward a higher standard of living.” 
It’s not enough either, he says, 


motions of the big food packagers. 


® In Duncan Hines, a name with a 
quality connotation in the food and 
restaurant field, he came up with 
a perfect solder to join these two 
elements. Surveys carried out be-| 
fore and since the launching of the | 
program show that the name ad-| 
heres tightly to the consumer’s| 
memory. 

The latest such survey, made 
without the knowledge of the Dun-| 
can Hines organization, was con-— 
ducted by Economic Research) 
Agency, Madison, Wis., for a 
group of clients. Six studies were 
made between November, 1952 and 


‘to stress nutritional values. ‘Food 


— ea ‘ - wae has tremendous possibilities for 
PRINCIPALS—Four of the Duncan Hines varsity are James Black, | gjamorizing,” he explains, “and 


president of James H. Black Co., Chicago (maker of Duncan | we should sell all the joys that go 
Hines salad dressings), and a v.p. of Hines-Park Foods; Roy Park; | with good eating.” 
Duncan Hines and John Strohm, a Curtis Publishing Co. editor and One way or another, all the 
a director of Hines-Park Foods. Duncan Hines products fit into 
\this philosophy. The quality con- 
trol kitchen at Hines-Park insures 
that licensed foods are at least a 
notch above the ordinary variety; 
and then Mr. Park insures that the 
merchandising and advertising 
play up this quality difference. 


Briggs, director of the agency, 
wrote to Mr. Park that results of 
the studies indicated “a minimum, 
in fact, almost complete absence 
of a mental block which would 
cause the consumer to hesitate in 
buying an item bearing the name, 
Duncan Hines.” 


Hines 


1951 with a cake mix, it decided; The Duncan Hines cake mixes 
that a Duncan Hines label would were introduced in Indianapolis in 
getting a ready-made, pre-sold be preferable to building a brand 1953 and managed to get only 4% 
brand name, one amply equipped | ame from scratch. With satura-|of the market. Last year they ad- | 
to do battle with the Betty Crock- | tion campaigns via Gardner Ad- _vanced to 8.3%, passing both | 
ers, Aunt Jemimas, Ann Pages and | vertising Co., St. Louis, it launched Swansdown and Aunt Jemima and | 
Elsies. Hence the claim: “Last |@ market-by-market drive that has ranked third behind Betty Crocker | 
chance for the independents.” ‘made substantial inroads on the | (10.7%), though still considerably ." The most successful licensee, 

Nebraska Consolidated Mills Co., | Sales of leading brands. ‘short of Pillsbury’s 64.5%. after Nebraska Consolidated, is 


® Duncan Hines licensees thus are 


Omaha, took that chance. Ready in 


Here’s How Duncan Hines’ Franchise 
Program Works 


Irnaca, N. Y., March 8—The Duncan Hines franchise program 
works like this: 

1. A licensee pays a flat fee only once and a fixed percentage 
of wholesale sales—the fee and percentage depending on the 
type of product. 

For example, the maker of a specialty item—such as barbecue 
fuel—pays the Duncan Hines Institute $1,000 upon getting a 
franchise, plus $2,500 to cover 5% of its first $50,000 in sales. 
Thereafter, it continues to pay 5% of wholesale sales. 

The licensee making a mass volume product, such as the cake 
mixes, pays Hines-Park $2,500 at the start, plus $7,200 to cover 
2% of its first $360,000 in sales. It then continues to pay 2% on 
wholesale sales. 

2. Each licensee is required to set aside at least 2% of its vol- 
ume for advertising—142% for its product or products, the re- 
maining % of 1% going into an institutional fund for all Duncan 
Hines products. 

Total advertising of franchise holders now exceeds $4,000,000 
a year. Hines-Park and the Institute are spending approximate- 
ly $100,000 on institutional promotion and on trade ads to at- 
tract new licensees. 

3. Hines-Park and the Duncan Hines Institute serve as mer- 
chandising consultants to the licensees and their advertising 
agencies. A consistent approach is maintained in all advertising. 
Although 100 different companies make Duncan Hines products, 
package design and trademarks do not vary: they are the work 
of Bob Flannery, general manager of Roy Park’s Ithaca agency, 
Agricultural Advertising & Research Inc. 

4. Mr. Park retains absolute veto power on all advertising. 
“We make sure that Duncan Hines is always properly pre- 
sented,” he told AA, “and that no one makes him out a huckster 
or pitchman.” One advertising agency proposed a teaser cam- 
paign: “Duncan Hines satisfies 14,000,000 women.” Mr. Park 
told the licensee and the agency to think again. 

5. Advertising mats and materials for radio and television 
commercials are prepared for small licensees who have no agen- 
cies. 

6. To keep the family together, newsletters are issued regu- 
larly to franchise holders to tell them how other licensees are 
promoting their Duncan Hines products. The “Duncan Hines 
Broker” goes to food licensees, the “Duncan Hines Dairy Mer- 
chandiser” to dairy licensees and the “Duncan Hines Dough- 
Getter” to bakery licensees. 

7. Duncan Hines himself is made available to licensees for 
promotional purposes. Duncan Hines Days and Duncan Hines 
Weeks have been staged in many cities to introduce products. 

8. Quality control is maintained before and after a franchise 
is granted. Before a license is granted, a product goes through 
exhaustive examination in the Duncan Hines test kitchen here. 
The school of nutrition at nearby Cornell University is often 
consulted. Factories of licensees are inspected periodically. 

These plants usually display a poster carrying a picture of 
Duncan Hines with the statement: “This plant has been ap- 
proved to produce high quality brand products. Together we 
can produce the quality food the Duncan Hines name stands 
for.” Quality control and product development are headed by 
Everett L. Ackley, who spent 10 years with A&P before join- 
ing Mr. Park. 

9. Prospective licensees must be prepared to bare their finan- 
cial records. Mr. Park must be satisfied that a company has the 
funds to back a Duncan Hines product. He also investigates to 
determine whether a company really needs another label and 
whether it will do a good brand promotion job. 

10. Contracts are renewable automatically, but Mr. Park can 
always foreclose if a licensee fails to measure up to his stand- 
ards. The current fatality rate is 5% a year. 

11. A public relations campaign for the entire program is con- 
ducted by E. H. Scholnick, who joined Mr. Park after graduat- 
ing from Cornell and who also manages Mr. Park’s two trade 
magazines, Cooperative Digest and Co-Op Power. 


| In its home town of 
|Nebraska Consolidated captured 
148% of the market three weeks 
after introduction of the mix. A 
| 30-day razzle-dazzle promotion in 
'St. Louis put the Duncan Hines 
|mix on top there. Introductory 
‘campaigns resulted in brand lead- 
|ership in Denver and Des Moines. 
In Birmingham, the Duncan Hines 
| white, yellow and chocolate cake 
mixes quickly passed Betty Crock- 
er and Swansdown to take second 
place behind Pillsbury. 


® By early 1953, Nebraska Con- 
solidated was claiming 10% of na- 
'tional sales of white, yellow and 
|devil’s food cake mixes. Riding the 
‘crest, it brought out other Duncan 
|Hines mixes—for pancakes and 
'waffles, gingerbread and muffins. 
They have done well, too. 

Recent store analyses show the 
'Duncan Hines mixes are more 
|than holding their own. A 16-state 
| Progressive Farmer survey made in 
the South last summer ranked the 
Duncan Hines cake mixes fourth 
'behind Aunt Jemima, Pillsbury 
|and Swansdown, and the pancake 
/mix fourth behind Aunt Jemima, 
Pillsbury and Ballard’s. In the 
| Spokane market, Duncan Hines 
|cake mixes are now third behind 
| Betty Crocker and Pillsbury, while 


the muffin mix is first. A Fort) 


| Wayne study released last October 
placed the Duncan Hines cake 
mixes ahead of all other brands. 
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Omaha, | 


James H. Black Co., Chicago, 
maker of Duncan Hines salad 
dressings, jams, jellies, preserves 
and ice cream toppings. Black now 
has distribution in 32 states. The 
company’s five salad dressings are 
its biggest sellers, and the company 
reports that the dressings showed 
a 65% volume gain in 1954 over 
1953. 

Twelve bakeries are licensed to 
make Duncan Hines bread—white, 
Nebraska Consolidated, with dis- | Whole wheat and rye. It’s an ex- 
tribution in 30 states, now spends |Pensive loaf, generally selling for 
$2,500,000 a year on advertising, | 25¢, but the licensees say the qual- 
preponderantly in newspapers and_| ity makes up for the high cost. A 
making particular use of ROP | 800d deal of butter is used in the 
color. Its advertising, prepared by| Duncan Hines bread, and the 
Gardner in cooperation with|White loaf is made with un- 
‘Hines-Park, has consistently em-|bleached flour. Sixty-one dairies 
phasized quality. now are making Duncan Hines 
- When they originally appeared | cottage cheese, sour cream and ice 
‘on the market, mixes were pro-|cream. These are expensive items, 
moted mainly as a convenience | too. But the ice cream buyer gets 
| product—‘“Just add water and pop a product with at least 16% but- 
‘in the oven.” The Duncan Hines /|terfat content (compared to the 
‘mix turned the tables on the es-|10% average in most ice creams) 
‘tablished brands by telling the 29d with relatively little air. 
housewife to add two fresh eggs | 


fom well as water. The cake mix » The Duncan Hines frozen orange 
package carries a picture of Dun- _juice, made by Fosgate Citrus Con- 
a Hines next to the statement: |centrate Cooperative, Orlando, Fla., 
aan cas a ciggen Geter rate | #002 ofthe tp sells in the pro 
> , ***\ gram, but market expansion is 
in appearance, flavor and fresh- limited severely by supply: only 
| Ness. Valencia oranges are used. 

| | And each Duncan Hines product 
® This approach, despite the pro-,has_ similar quality features, 
motion of higher costs and more | whether it’s the smoked pork sau- 
work, helped win consumers for sage made by Marhoefer Packing 


‘© In Des Moines, the Duncan 
Hines mix has been the leading 
brand since its introduction and 
has increased its share of the mar- 
ket from 26% in 1951 to 44% in 
/1954. And, significantly, the use of 
all cake mixes in Des Moines has 
‘increased from 62% in 1950 to 
77% today—indicating that the 
Duncan Hines promotions have) 
broadened the entire market. 


DUNCAN HINES GALLERY—The Duncan Hines label is 
on everything from braunschweiger to mozzarella 


cheese. Here are 66 of the products on display at 
Ithaca headquarters. 
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Duncan Hines Food Family |Co., Muncie, Ind., or the frozen 


THE PRODUCTS... 
Baking Mixes . 


Blueberries ........ 
canned and 
frozen 

DOTNRE aivcisescsdscce ; 


COREE Nias dcd.ci 
Grated & Moz- 
arella 

Chili, Tamales 
and Canned 
Meat = Special- 


Confections _........ 
Salad Dressings .. 


ee nae: 


| ek ers 2 


Frozen Concen- 
trated Orange 
Juice and Tan- 
‘gerine Juice .... 

Frozen Lemonade 
Concentrate .... 

Frozen Shrimp ... 
Breaded = and 
Plain 

Jams, Jellies, Pre- 
serves & Ice 
Cream Top- 
pings 

Macaroni Prod- 
END. accecncibiereccs 
Egg Noodles 

Mect and Sea- 
food Sauces .... 

Meat Products .... 
Smoked Pork 
Sausage and 
Packaged Meat 
Specialties 

Pancake Mix ...... 


Vegetables and 
Fruits, Canned 
and Frozen 


THE COMPANIES 


Nebraska Consoli- 
dated Mills Co., 
Omaha, Neb. 

Maine Blueberry 
Growers, Rockport, 
Maine 

H. C. Christians Co., 
Chicago, Ill. 

Vermont Cheese 
Products Co., New- 
ark, N. J. 


Gardner Canning 
Co., Broken Arrow, 
Okla. 

The Woolson Spice 
Co., Toledo, Ohio 

The Fleetwood Cof- 
fee Co., Chatta- 
nooga, Tenn. 

Paul F. Beich Co., 
Bloomington, Ill. 

James H. Black Co., 
Chicago, Ill. 

Rigo Mfg. Co., Nash- 
ville, Tenn. 

Nebraska Consoli- 
dated Mills Co., 
Omaha, Neb. 

Fosgate Citrus Con- 
centrate Coop., Or- 
lando, Fla. 


| 

Realemon-Puritan Co., | 

Chicago, Ill. 

Frozen Seafoods, Inc. 
Miami, Florida 


James H. Black Co., | 
Chicago, Ill. 
| 
Antonio Falazzolo 
Co., Cincinnati, O. 


Lovis Maull Co., St. 
Louis, Mo. 
Marhoefer Packing) 
Co., Muncie, Ind. | 


Nebraska Consoli-| 
dated Mills Co.,. 
Omaha, Neb. 

The Woolson Spice 
Co., Toledo, Ohio | 

Umatilla Canning Co., 
Milton, Ore. 


Also Duncan Hines Bread, Ice Cream, 


Sherbet, Cottage 


Cheese and Sour 


Cream—available on a regional ba- 
sis from licensed bakeries and dairies. 


Meriden and 


market—You 


Represented 


3.6% 


GAIN 
in Circulation 


in 12 months 
The 
MERIDEN RECORD 
and 


continually on the upswing 


YOU can COVER 
The Meriden-Wallingford 


Market of 60,000 persons 
with an 
ABC Circulation of 
24,357* 

NO other combination of 
newspapers makes an 
impression on the thriving 
industrial communities of 


To SELL the 
Meriden-Wallingford 


Meriden Record 
and Journal 


Gilman, Nicoll & Ruthman 
*ABC Pub. 9/30/54 


JOURNAL 


Wallingford. 


MUST use the 


nationally by 


blueberries packed by Maine Blue- | g 


berry Growers, Rockport, Me. 

Summing up the food operation, 
Roy Park says: “Our business is 
good eating. It is the only business 
we have. We do not have price 
lines or price brands. We are will- 
ing to stake our future on the 
premise that Americans want and 
will buy better food.’ Apparently 
the premise also applies to Cana- 
dians. Eight companies in Canada 
(bakeries and dairies) have been 
licensed to make Duncan Hines 
products. 


® Ironically, it took someone else 
to demonstrate that Duncan Hines 
could sell appliances. In 1951 RCA 
Estate Appliance Co. was search- 
ing for an advertising theme that 
would do “double and triple duty” 
for its cooking range. It was con- 
fronted with the typical problems 
of the short line manufacturer: 
“not enough budget to develop | 
truly national acceptance” and _ 
competition from appliance adver- | 


NER PRODUCTS * CAKE DECORATIONS + CLEANERS 
UGHNUT MACHINES * CONTROLS + CONCENTRATES 

OULDS + PRESERVES » VACUUM CLEANERS « YEAST 
DIVIDERS * FLOUR HANDLING EQUIPMENT © SUGAR 
HUMIDIFIERS © INSECTICIDES + BROOMS © VITAMINS 
BASKETS © REFRIGERATING MACHINERY + UNIFORMS 
SHORTENINGS * VEGETABLE ONS + THERMOMETERS 
DETERGENTS © PROOF BOXES + MOTORS * FIXTURES 
FRUITS * OVENS © PANS © SPICES © MIXERS + MILK 
MOULDERS © FLOUR © RACKS © TRUCKS © CABINETS 
BEATERS + CONVEYORS © BREAD SLICERS ¢ SYRUPS 
TIRES + LABELS © BAGS © SHOW CASES + FLAVORS 


CLISSOLD BUSINESSPAPERS: 
THE CANNER * BAKING INDUSTRY * HOSPITAL MANAGEMENT 
LPN SIE INO LN NSAEA RENIN APE 
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READERS DO 


92% 


OF THE BUSINESS 
IN THIS $5 BILLION 
DOLLAR INDUSTRY 


In you reach: 


rs ae 


OF SEATTLE’S TOP INCOME FAMILIES 
and 117,000 ovr oF 226,200 


..-from the independent study of 
newspaper circulations in Seattle's 
new, enlarged A. B.C. City Zone by 


the nationally recognized newspaper 
research organization, Dan E. Clark I 


& Associates. 


HousEHOLDs EXCLUSIVELY 


WHEN YOU ADVERTISE IN... 


The Seattle Gimes 


SEATTLE’S ACCEPTED NEWSPAPER 


Represented by O'MARA & ORMSBEE, INC. © New York © Detroit « Chicago © Los Angeles * Sun Francisco 
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tisers whose ad budgets “equalled 
or exceeded our volume of busi- 
ness.” 

Lewis W. Selmeier, director of 
advertising and sales promotion | 3 Re | nam ee 
for RCA Estate, so described the [i -_ : : . 
situation in a talk at the spring | 
meeting of the Assn. of National 
Advertisers in 1953. Mr. Selmeier 
also went on to describe how his | 
company solved these problems | 
through a tie-in with Duncan| 
Hines. 

He admitted that he worried at 
first whether the name might be 
meaningful only to the well-to-do, 
well-traveled class. A telephone 
survey conducted in Dayton, O., 
set his mind at ease. 


= Mr. Selmeier reported: “I was 
amazed to find that 66% of those 
contacted recognized his name, 
56% associated him with good 
food and 51% correctly identified 
him as a rater of places to eaf and 
lodge.” ROY PARK, kingpin of the Duncan Hines organization, is a North 

The mechanical features of the) Cgrolinian, whose first job after college was handling public re- 
Estate range met with the approval lations for the North Carolina Cotton Growers Cooperative Assn. 
of Mr, Hines and he therefore al-| 11. started there in 1981, stayed for 11 I he launched 
lowed the company to use his in- » Stayed Jor 11 years. In 1938, he taunche 
dorsement in national advertising.| 4% ™agaztne for co-op executives, Cooperative Digest. He went 
Beginning in January, 1952, and| “orth in 1942, buying an agency in Ithaca—Agricultural Advertis- 
continuing for more than a year,| ing & Research—and bringing along his magazine. In 1944, he 
all RCA Estate ads showed Dun-/| brought out another magazine, Co-op Power. He also set up Roy 
can Hines in his kitchen at Bowl-| H. Park Inc., which prints the magazines and does some outside 
ing Green, Ky., using the com-/| printing jobs. The Duncan Hines program developed from an in- 
pany’s range. In addition, RCA! yestigation he conducted for some co-op clients who wanted to find 


Estate promoted a 64-page cook- a brand name for their products. Mr. Park is 44, married and the 
book featuring some of Mr. Hines ; 
father of two children. 


favorite recipes as a premium and 


giveaway item. ‘ : 
Mr. Selmeier reported that the | the licensees are not ready yet to licensees—Woolson Spice Co., To- 


Duncan Hines promotion was ac- |40 a full-scale marketing job. The ledo, and Fleetwood Coffee Co., 
cepted enthusiastically by con- | Present members and their respec- | Chattanooga.) 
sumers and—equally important to |tive stages of development are: 


the company—by the trade. The @ 2. George S. Thompson Corp., 
cookbook offer, he said, “proved|® 1. Jet-O-Mat Corp., Minnea-| Pasadena, Cal., maker of Duncan 


the most productive dealer aid we | Polis, maker of the Duncan Hines | Hines spice and condiment sets. A 
have ever devised.” Jet-O-Mat electric coffeemaker.| pepper mill is already on the mar- 
The Jet-O-Mat, designed by Mor-| ket. 
® The ad manager of one of the|ris H. Graham, inventor of the| 3. Hemp & Co., Macomb, IIl., 
biggest manufacturers in the field | pop-up toaster, works on a new/| maker of a complete line of Dun- 
wrote to him, he said, and de-|principle: the water is not boiled.|can Hines outdoor barbecue grills. 
clared: “Your Duncan Hines pro-|A pressure pump forces the water|These are being introduced in 
gram is the smartest advertising |over the grounds at temperatures | 1955. 
and promotion campaign now run- | just short of boiling. 4. Stainless Steelware Co. of 
ning in the stove business. I wish| This conforms to Mr. Hines’}America, Walled Lake, Mich., 
we had thought of it first.” theory that boiling water ruins cof-|maker of Duncan Hines house- 
Mr. Selmeier pointed out that|fee, because it boils out the acrid| wares: stainless steel pots and 
the Duncan Hines tie-in was inval- | oils. The Jet-O-Mat sells for $35.| pans (with an iron core), mixing 
uable because it enabled RCA Es- | National advertising began with a| bowls, kitchen tools and canisters. 
tate to stretch its advertising dol-| full page in the December Better} All will be introduced this year. 
lar. “It has given our advertising| Homes & Gardens. Savage-Lewis| 5. Thermometer Corp. of Amer- 
an aura of big time,” he said, “and|Inc. (formerly Addison-Lewis),|ica, Springfield, O., licensee for 
has therefore made our program) Minneapolis, is the agency. The}Duncan Hines cooking timers, 
seem bigger to the trade than it) Minneapolis company also has a|household thermometers, candy- 
ever actually was.” license for an automatic teamaker,| making sets and roasting sets—to 
Watching the results of this cam- | which is just being introduced. be marketed this year. A Duncan 
paign, Roy Park in Ithaca kicked! The quality theme is prominent|Hines automatic toaster is being 
himself a few times—and then/here also. The Jet-O-Mat package | developed. 
picked up where RCA Estate left|and ads carry this statement from| 6. Williams Cutlery Co., Seaman, 
off by setting up the Duncan Hines | Duncan Hines: “If you use a good|O., maker of Duncan Hines bar- 
Institute to license appliance man-| coffee, the new Duncan Hines Jet-| becue tools, just being introduced. 
ufacturers to use the magnetic|O-Mat will make a perfect cup|Currently being developed are 
name. every time.” (Presumably a good|stainless steel cutlery, .a frozen 
The Institute family has been’ coffee would be Duncan Hines cof-|food saw, snack sets, cutting 
growing steadily, athough most of fee, a special blend made by two|boards and a hone for kitchen 


knives. 
® 7. Foodco Appliance Corp., Dal- 
know tho las, maker of the Duncan Hines 
, you Saladmaster—already in distribu- 
tion. 


8. Pres-To-Log Co., Spokane, 


Tere is truly « wonderful surprise licensee for Duncan Hines bar- 


awaiting you when you first taste the New 


_ Duncan Hines all-meat Frankfurter. Here becue fuel (now being developed). 
» ee nes cath centalt dies The appliance program has got- 
cuts of pure beef and pork. No artificial ten off to a fast start, although the 
a , Aigemere ye rine a sales potential of the products has 
Staines in, pollclr camped hee not really been tested yet. Seven 
your eating pleasure. of the licensees introduced their 


lines to dealers at the National 
Housewares Show in Chicago last 
January. They exhibited together 
under the theme: “Adventures in 
Good Living.” 

William Frankfurter, a former 
merchandising manager of Gimbel 
Bros., has been appointed director 
of franchise sales and service for 
the Duncan Hines Institute. 

Applications for franchises— 
| both in appliances and food—are 
‘coming in to Ithaca at the rate of 


carry this U.S. Govern- 


Se) cera 
ment Inspection Seal 35 a month, Mr. Park told AA. 


Only half of these go through | 
THE DIFFERENCE-——Quality is stressed in the advertising of all Duncan | serious tests. “ ’ 


Hines brands; all stress the indorsement of “America’s foremost | 
authority on good eating,” as does this frankfurter ad. ‘s Small and medium-size com-. 
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Duncan Hines 


Onward, from Juleps and Ham & Sweets, 
To Sauce Bearnaise and Rare-Broiled Meats, 
To Soupe aux Croutons & Harvard Beets— 
To Clean Cuisine, to Gourmet-Type Eats. 


BOowLING GREEN, Ky., March 8— served as gravy.” 

Duncan Hines, who will reach his | During these years he had spent 
75th birthday in less than two a good deal of time on the road, 
weeks, was born here March 26, both for pleasure and business, and 
1880, the son of a captain in the it was in the course of these per- 
Confederate army. As a boy, he re- | egrinations that he developed the 
calls, there were two favorite oc- notion. 

cupations in his life. One was eat- Instead of sending out Christmas 
ing, and the other was travel. As| cards in 1935, he sent his friends a 
of 1955, he has shown that eating|printed list of 700 “superior” 
and traveling can be the basis for|restaurants. He was deluged with 
a good and profitable life. And his | requests for extra copies, and this 
home base is still right here in| was the start of his guide book, 
Bowling Green. “Adventures in Good Eating.” 

In 1898, at 18, young Duncan 
Hines got a job with Wells Fargo 
Express Co., largely because the 
president of the company, J. J. 
Valentine, also was from Bowling 
Green. 

He worked as a relief man, 
moving from place to place to fill 
in for Wells Fargo agents who 
were ill or on vacation. 

He left Wells Fargo to work for 
a series of mining companies in the 
West. He spent four years in 
Mexico with a copper company, 
then he went to Colorado to oper- 
ate a coal mine. 


® He has since become America’s 
foremost where-to-eat expert. In 
1938, he launched a companion 
book, “Lodging for a Night,” thus 
becoming a where-to-stay expert. 
Later publishing ventures, both 
successful, were the Duncan Hines 
“Vacation Guide,” “Adventures in 
Good Cooking,” and “The Art of 
Carving in the Home.” 

These books have sold in the 
hundreds of thousands, making 
Mr. Hines one of the best-selling 
authors in the country. The guide 
books now list some 7,000 estab- 

lishments, and the “Recommended 
® The coal mine was soon ex-/|by Duncan Hines” sign is a fam- 
hausted, and Mr. Hines went to|iliar highway landmark. 
Chicago in 1905. He joined J. T.| A listing in the Duncan Hines 
H. Mitchell, a pioneer in direct! books is not for sale. All the rec- 
mail advertising. From Mitchell, | ommended places are inspected to 
he went into the printing business, | see that they keep up standards. 
where he stayed for 29 years. He Mr. Hines is a man who doesn’t 
sold “creative printing” ideas to| believe in ordering from the right 
industry. His specialty was the hand side of the menu. One of his 
preparation and design of books |favorite sayings is: ‘Usually the 
and catalogs for industrial compa- | difference between the low-priced 
nies. meal and one that costs more is the 

Duncan Hines was still a print- amount you pay the doctor or the 
ing salesman in Chicago, 20 years | undertaker.” 
ago, when he hit upon the idea of! Mr. Hines and his wife, Clara, 
advising people where to eat. The now spend most of their time 
idea occurred to him, he says, | traveling, though they. maintain 
after years of eating “library paste | their home at Bowling Green. 


panies have been the main ben- label for their long-established 
eficiaries of the Duncan Hines (but not well-recognized) brand 
program up to now, but some of names. 
the more recent applications re-| Contracts with these and other 
ceived by Mr. Park would raise would-be Duncan Hines marketers 
eyebrows in the business world. are being considered. Mr. Park, 
One major appliance maker and though resourceful, is not flighty. 
a leading independent liquor pro- He looks before he leaps. Right 
ducer have approached Mr. Park, | now the chances are good that you 
admitting that they would be will- haven’t heard the last of him or his 
ing to substitute the Duncan Hines Duncan Hines program. 


DUNCAN HINES ENTERPRISES 


Dewacom Hnee TRADE NAME 


DUNCAN HINES INSTITUTE INC. 


HINES - PARK FOODS 
IWC. 


WINES-PARK FOODS 
(CANADA) LTD. 


ADVENTURES In DUNCAN HINES 
GOOD EATING INC, SIGNET CLUB INC. 


PACKAGE DEAL—Roy Park believes in integration and this organiza- 
tional chart shows how he has tied together the various Duncan 
Hines enterprises. Hines-Park Foods, Hines-Park Foods (Canada) 
and the Duncan Hines Institute are the licensing bodies for manu- 
facturers. Adventures in Good Eating Inc. covers the restaurant 
and lodging guide service which Mr. Hines has built up over the 
past 18 years. The Duncan Hines guide books (“Adventures in 
Good Eating,” “Lodging for A Night” and “Vacation Guide”) are 
brought out annually and Mr. Park is now handling their prepara- 
tion and distribution. All of Mr. Hines’ records—including his 
mammoth file on American restaurants—have been transferred 
from his home at Bowling Green, Ky., to Ithaca. The Duncan 
Hines Signet Club Inc. was launched by Mr. Park last year. Mem- 
bers, who pay $5 a year, can stop at Duncan Hines recommended 
places all over the country and charge the bills. The point of the 
chart is that the Duncan Hines marketer has many things working 
for him (including hundreds of roadside signs and a syndicated 

newspaper column authored by Mr. Hines). 
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February 11, 1955 tin 
Mr. Harrison S. Fraker . . 
Topics Publishing Co., Inc. ; : - au 
330 West 42nd Street : ‘ 
New York 36, N. Y. os 
sp 
Dear Mr. Fraker: ur 
You will be interested in the results of a mail study Street & Finney, Inc. ho 
hes just completed measuring the relative readership impact of food of 
publications read by food and grocery manufacturing executives. str 
We wanted to query management, top operations, sales, advertising, and - 
merchandising executives. Because most top food firms are firms which 
advertise nationally or sectionally, we addressed our mailing to all io: 
executives listed in the current issue of McKittrick's in food and in 
grocery firms which are either national advertisers or strong sectional Ph 
advertisers. Ju 


Our mont we 2,575. Our return vs a very satatuctory 19.7 And now in 1955...a new : 7 
Se feck Sa’ reece teste ae ts irl Sa | ici Pi: 

‘or a e ou ob?" 2 
Kaine Study by the noted advertising 4 > 
All answers were by write-in. = co 
: : : 
ee See ee ‘proves anew... in 
feed Pita t Sewer bey had six times the mmber of mentions rs 
of the third-ranking publication . bi 
Food Field Reporter had, in fact, i" i 1 
Bae tenga Sot Sa Sere ses Oo In the big food and grocery : : 
: q ip 
This is certainly an eloquent testimonial, and I thought you'd like to = ‘4 bi 
know boat It manufacturing field... : a 
Very truly yours, y Ps 
yer a ‘ 4 of 
ng. : : lis 
W. @. Johnston : - : in 
WGJ the a a 
2 S]I 
TESTED ADVERTISING ESTABLISHED 1902 : st 
i 1 
| Si 
{ N 
4 Food Field Reporter is 
aa pp ti 
4 a 
tel among top management executives, top operations heads, top sales,advertising r 
| and merchandising executives in the food field’s greatest firms. ‘ 
4 
c 
FOOD & GROCERY MANUFACTURERS ARE YOUR BIG TARGET i 
J 
The food and grocery industry — America’s greatest buyer of goods and . d 
services — is a primary target for your sales and promotion efforts. . - 
2 Food Field Reporter is your direct route to the men who pass on ali important $ 

4 C opies of the Street & Fisney Inc. marketing, operations, advertising, packaging, and distribution matters in top 

. findings are available in brochure firms right across the board. a : 
Soran of annem se Food Field Reporter covers and penetrates and provides maximum reader impact 4 ; 
4 great food and grocery field, you at the home office and field levels where key company decisions are brought up, i ' 
owe it to yourself to examine this ‘ disected, voted on. In your biggest market, it’s your #1 buy! ‘ 
a interesting and enlightening study. 4 r 
Write to: t : 
Food Field Reporter : i 
Be 4 5 
1 sae West 42nd Street, New York 36, N. Y. - Telephone LO 3- 2400 i t 
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Philip Morris Leaves ‘Lucy ; Public 
Loves Her, but Cigaret Sales Shrink 


(Continued from Page 3) 
was shines through the Nielsen! Philip Morris sales and earnings 
figures. As of Feb. 12, it was|per share (2,883,455 shares of 
reaching 17,191,000 tv homes and common stock are outstanding) 
led Nielsen’s top ten. The Procter | over the past six years are re- 
& Gamble segment (P&G is stick- ported as follows: 
ing with “Lucy” through Septem-| 


tion.” 


ber, 1957) reached 55.1% of homes Year Sales Earnings 
able to receive the telecast—again | ($000,000) * 

top rating. The Philip Morris seg-| TIED cesiicrccssiniges $ 6.91 

ment reached 53.7% and was in| UT ccnscsssiceselacin 305.8 6.30 

fourth place. The show had 68.9% | BIN kabiteieiecntstoes 306.7 4.65 

of available audience. That is,) 1952 oo. 314.9 4.13 

nearly 70% of all sets tuned were! 1953 oo... 294.9 3.90 

tuned to “Lucy.” In February, **1954 20.00.0000... 282.7 3.53 


1954, it reached the largest audi-  *Fiscal year ends March 31 of following 
ence ever reached by a scheduled year, prior to fiscal 1954; Dec. 31 there- 
tv show—17,481,000 homes—hit-| after. 

ting as high as 82.7% of available |**includes Benson & Hedges. 

audience. 


Trend to Sameness 
in Advertising Hit 
by S. R. Bernstein 


CLEVELAND, March 9—A serious 
deterrent to improvement in the 
quality and effectiveness of ad- 
vertising is the growing tendency 
toward sameness, according to 
S. R. Bernstein, editor of ADVER- 
TISING AGE. 

Mr. Bernstein told the graduates 
of the Cleveland Advertising Club 
course on advertising today that 
this “passion for conformity in ad- 


® In consequence, it produced, 
spectacular cost-per-thousand fig- 
ures—$3.50 to $4.50 per thousand 
homes reached. And it became one 
of the all-time best buys from a 
strict statistical point of view. It’s 
still one of the lowest cost per 
thousand buys, if not the lowest. 

General Foods Corp. will move 
in as sponsor, taking over the 
Philip Morris participation in late 
June or early July. Young & Rubi- 
cam gets this business. 

But the shining success of the tv 
show, the fabulous scores it racked 
up and its wonderfully efficient 
cost-per-thousand rates, were all} vertising and merchandising” has 
cold comfort to Philip Morris &/| three specific manifestations. They 
Co. when it eyed cigaret sales) are: 
figures. 

According to Business Week’s # 1. Rating and reading services. 
annual estimates of cigaret sales Mr. Bernstein said that “the vari- 
in the U. S., Philip Morris sold' ous rating services present the 
36.5 billion cigarets in 1952; in| greatest single stumbling block to 
1953, its regulars dropped to 28) the creative advertising man who 
billion, a loss of 23.6%, but the | seeks to loosen the shackles of 
slide was cushioned by 7 billion| conformity.” 
king-size PMs sold. In 1954, Phil-| It is not the services themselves 
ip Morris’ regular sales fell to 20.8| Mr. Bernstein objects to, for they 
billion, a loss of 25.7%, the largest’ have made “an important contri- 
drop of any major brand, but its bution to advertising” and can and 
king-size sales rose to 8.2 billion, | should make more. “It is the mis- 
a gain of 17.1%. So that at the end| use and misinterpretation of the 
of 1954, Philip Morris sold 29 bil-| data these organizations develop 
lion cigarets, as against 36.5 billion’ to which I take exception,” he 
in 1952. said. 

“Far too often, unscrupulous or 
® (Actually, other brands showed | ignorant clients, agencies and me- 
spectacular drops, too. Camel—' dia have turned research findings 
still in first place in 1954—dropped into a sort of Procrustean bed on 
from 104.5 billion in 1952, to 99 which to measure the creative 


billion in 1953, to 84 billion in| minds of advertising,” he said. 


| 
| 


| 
| 


1954.) | Mr. Bernstein suggested that 
An analysis of Philip Morris ratings and research must be used 
sales and earnings published along with other indices as a test 


March 7 by Arnold Bernhard & | of the effectiveness of advertising. 
Co., New York investment advisor, 
pointed out that “in making effec- 
tive a change in its accounting to 
a calendar year basis, Philip Mor- 
ris has reported $217,000,000 sales 
and $2.85 a share earnings for the 
nine months ended Dec. 31, 1954. 
In terms of annual rates, the fig- 
ures represent substantial de- 


clines. 


= 2. There is too much of a ten- 
dency to strive for technical ex- 
cellence at the possible expense of 
believability and sales conviction, 
Mr. Bernstein said. “Too often 
technical and artistic considera- 
tions tend to shoulder our product 
out of the spotlight,” he said. 

He said that any cost in produc- 

“With sales by Benson & Hedges | ing advertising which adds to the 
included for all months except | effectiveness of the ads is worth 
January, sales in calendar 1954) while, but any cost that “merely 
dropped 17.5% to $282,700,000 represents conforming with ac- 
from combined volume of $342,- | cepted standards of technical ex- 
600,000 in calendar 1953. On the) cellence, without contributing di- 
same basis, earnings slipped to rectly to the sales effectiveness,” is 
$3.53 a share from $4.55 a share.” | a luxury. 

The analysis attributes last) 3. The last point is the tendency 
year’s poor showing mainly to the to follow the leader, without being 
general slump in demand for reg- | able or willing to explore new 
ular size cigarets. | paths, not only in advertising but 

|in merchandising and promotion. 
® “The company’s new Marlboro! This tendency is the mark of the 
filter-tip cigaret is now entering | follower, not the leader, Mr. Bern- 
national distribution,” the report) Stein said. “And advertising can- 
notes. “The projected recovery in| not do the job that is going to be 
sales to $300,000,000 and in earn-| demanded of it in the years ahead 
ings to $3.90 a share in 1955 is pre-| if there are too many followers 
dicted largely on expectations of a| and too few leaders,” he pointed 
successful promotion of the new/| out. 
brand. 

“Earnings comparison with 1954,| RAB Adds Three Stations 
moreover, will benefit from the 
elimination of plant-closing ex-|ington, and WIBC, Indianapolis, 
penses incurred last year incident | have joined the Radio Advertising 
to the Benson & Hedges acquisi-' Bureau, New York. 


CKLW, Detroit; WMAL, Wash-| 


Hammond 

PINPOINT PEN—Carl Byoir is about to slash into cake with sword- 

tipped fountain pen at party marking 25th anniversary of his 

New York p.r. company. The pose is supposed to show the pen is 

mightier than you-know-what. Anyway, Gerry Swinehart, presi- 

dent, and George Hammond, executive v.p., look confident of the 
outcome. 


Byoir 


Swinehart 


Department Store Sales... 


March 5 Sales 15% Ahead of 1954 


WASHINGTON, March 10—De- 
partment store sales continued to 
run well ahead of 1954 sales dur-| 
ing the week ended March 5. Sales. 
for that week throughout the U. S., 
were 15% ahead of the same pe- 
riod last year, the Federal Reserve 
Board reports. 

Sales for the four weeks ending | 
March 5 were 6% ahead of the) 


Department Store 
Sales Barometer 


Change From 1954 


previous year and for the year to Week Ended Sis, 415% 
date they were 7% ahead. March 5, 1955 
® Sales gains in the 12 Federal 
Reserve Board districts for the Jan. 1 to & 41% 
March 5 week were quite impres-||| March 5, 1955 
sive. Only one district, Boston, 
showed any loss, running 4% be- 
hind the previous year. Highest “ 
sales gain was recorded in Cleve- Gieteepo a weesnnenennany so: . > 
land, 42% ahead of the same WEEK| Chicago ...cee.ccccoossseeeeesniene +s +3 
i Re IIEID x cctdcnisqroceccsseosseves + 6 + 
in 1964. : : ad cth ke nacssincictvocves +8 +410 
Other sales gains recorded are:| Milwaukee |... a ee” 
New York, 4%; Philadelphia, 14%; 8t Lente Bistetet wen 48 48 
H ° rea 
Richmond, 15%; Atlanta, 35%;| “Little Rock wes > fi 
Chicago, 18%; St. Louis, 12%; Louisville ......... <2 +s 
Minneapolis, 16%; Kansas City, mes a p AGRE 
16%; Dallas, 18%; San Francisco,| Minneapolis District ............ +5 —9% 
3% Metropolitan Areas 
me Minneapolis-St. Paul ........ + 5 —10 
% Change from ’54 Minneapolis City ............ +6 —12 
Week ended Tee +3 —3 
Federal Reserve Feb. Feb. Cities 
26 Duluth-Superior _................ —1 —2 
Ea alana 2 5 +4 2| Kansas City District .......... r+ 6 +46 
Un Tt ssl decccsnesseseuseese f ; Metropolitan Areas 
Boston District .................... —3 + + eesine 0 412 
Metropolitan Areas Topeka ecccccessoeseseccoooocscsccsosesooes 113 
pO a een — 3 +10 ——. 423 421 
Downtown Boston .......... — 5 +17 St. Jes ... akg | 13 
yy eine ~ eagalimanmia t : 4 Albuquerque ........... +19 +10 
—— t7  T1g} Oklahoma Cty oon +15 +422 
Lowell-Lawrence .... 421 +26 an enarssecectasscovocescocccsooscosceccees +2 — § 
Cities Kansas City ccc +5 42 
+ : .% Dallas District oo... ccc... ‘4: - = 
New York District ............ 0 0 gee Areas Sua pad 
Metropolitan Areas SA RR +: Hs 
ERE ES —2 —1 ————— Bay Roe 
New York-N. E. New is ‘ Aad 43 rile 
Jersey Gedsocososoccescoce cecccocccesé San Franelece District ...... r+ 5 r+ 4 
ates 2 evtidilintnencctdieats “_, + ? a Metropolitan Areas 
ice emmmmmammmees are oS es 
ieoueae. ipbetdbeapeensanvtwiciesidiniiih eo alk Downtown Los Angeles. — 1 adi 5 
Philadelphia District ............ aes San Diane oon Fe + Fl 
Metropolitan Areas P 5| San Francisco-Oakland ...+ 5 +412 
St r+ : + ; San Francisco City ........ 17 19 
WIT: « cavstcivisiccneccccecccccccccssces + + Oakland City 0 +18 
CAOOE  csececesvcescscccccvssesceces +5 + 4 Sen 36 ................. 412 115 
Philadelphia  ............ccccc000 +10 + 2 —— 13 awe 
PRIID  cecctcceeivsiveenceccvcsccecsese +11 + 6 Salt Lake City .. +4 +4 
SCTAMOM  wnnnsveersssrvneivsseevsere , ie en | ee eee +6 0 
Wilkes-Barre—Hazleton ...... +1 os REET RE +14 —7 
Cleveland District ................ > + 6 IIE ~. ha csdcaniasinincsenstibliaie + 8 +4 
Metropolitan Areas i 4'sit Revised 
BE ee atatthierccecsecaseceoresses vs ° 
| +4 4 2|*—Data not available. 
CHV EIIIIE  osccdsscsesscececececcvcsveeee +2 +3 
SII sinssentovecsevcesccnecstants + 5 —1 : 
8 epdegbiedstinestoovccensccesccesaen + ; + ; Opens Motivation Organization 
WD scccccscccccccsoceceseccccccccccccescocecs _ _ . 7 ‘ . 
City Motivation Analysis, with offices 
IIIT -« nccntntoorccscocesssvecsbees +18 +17 
Richmond District ................ r+ 3 + 5| at 1140 Elberon Ave., bys g 
Metropolitan Areas N.J., has been established by Dr. 
po me Weshingion” r : +3 Philip Eisenberg, who served as 
r— . 
lel '} 7  ~ 0|Fresearch psychologist for Colum- 
f° IEEE svestepevosocovecossccseqcece r+ 1 + 6} bia Broadcasting System for 11 
Atlanta IIT atsccncectcascreetes r+ 1 + 5. years. 
Metropolitan Areas 
nen Stdaseeseteccsesssesores +e + 4 
TackSOM Ville .....ccccccccccccccccceee — 6| 
oa a +20 +21 | Miniature Names Loudon 
yan il eidlitilieitabescevensescennpecnss t aA Miniature Precision Bearings, 
New OFleans ...cccccccccccccsn. r—29 —14 Keene, N. H., has appointed Henry 
P Ot 6 I See ae r+16 _ 41 A. Loudon Advertising, Boston, to 
y | ° “eh 
Tampa .... —35 4-1 handle its advertising. 


“Advertising Age, March 14, 1955 


Ad Specialty 
Group Prevented 
Competition: FTC 


(Continued from Page 2) 


turers generally are not compar- 
able, and even where they are, 
there is a high degree of non-uni- 
formity in price. Competition be- 
tween manufacturers is largely in 
ideas rather than in price, he 
found. 

The commission’s action was di- 
rected against the jobbers for 
working together to induce manu- 
facturers to fair trade their prod- 
ucts. 

The fact that the jobbers were 
under the mistaken impression 
that they could join in concerted 
action does not legalize the action, 
Chairman Howrey said. While the 
McGuire Act exempts certain such 
agreements, it does not permit 
agreements between competitors, 
such as the jobbers in this case, 
who sell on the same competitive 
level. 


® The cease and desist order ap- 
plies to the association and to ap- 
proximately 144 jobber members 
and 132 manufacturer members 
|who sell through jobbers. The or- 
der does not apply to 18 other 
manufacturer members who sell 
|directly and were not held to be 
‘involved in the conspiracy to pre- 
|vent price cutting. The jobbers do 
an estimated gross of $17,000,000, 
and the manufacturers covered by 
the order do a gross business of 
$29,900,000. The _ direct-selling 
manufacturers do $72,000,000. FTC 
estimated the industry as a whole, 
including non-member companies, 
does a volume of about $300,000,- 
000. The companies involved make 
and sell such specialties as calen- 
dars, cigaret lighters, thermome- 
ters, notebooks, key cases, combs, 
leather products and letter open- 
ers. The. commission dismissed 
several sections of its original 
complaint including a_ section 
which charged that efforts were 
made to prevent manufacturers 
from dealing with non-member 
jobbers. 


EDWARD J. GRIESEDIECK 

St. Louis, March 8—Edward J. 
Griesedieck Sr., 59, president of 
Griesedieck Bros. Brewing Co., 
died in St. John’s Hospital here 
March 6. He became president of 


0|the brewery in 1942, following the 


death of his brother, Robert. His 
grandfather, Anton A. Griesedieck, 
established the first Griesedieck 
brewery here in the 1850s. 


JOSEPH UNGAR has been named 
director of Grey Advertising 
Agency’s marketing and sales de- 
velopment department. He suc- 
ceeds David Mayer, who becomes 
an account executive in the New 
York agency’s liquor group. Mr. 
Ungar formerly headed his own 
sales promotion consultant serv- 
|ice, and before that was sales pro- 
motion director of American Safe- 

ty Razor Corp. 
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HUMAN SIX PAK—This six-way cos- 
tume idea started with an invita- 


tion to a@ masquerade party 
received at Knox Reeves Adver- 
tising, agency for Minneapolis 
Brewing Co. A month’s work went 
into making the package and 
bottle-crown caps. 


Lack of Speakers 
Postpones Design 


Engineering Show 


New York, March 8—The De- 
sign Engineering Show, scheduled 
to be held in Philadelphia in May, 
has been postponed for about a 
year. 

In making this announcement 
last week, Saul Poliak, president of 
Clapp & Poliak, show managers, 
said that insufficient time was 
available before the scheduled 
1955 date to arrange for changes 
required by a plan to expand the 
show from its earlier form as the 
Basic Materials Exposition. 

Noting that a design engineering 
conference will be held concur- 
rently with the 1956 exposition at 
Convention Hall, he said, “It is our 
earnest belief that a _ successful 
exhibit could have been staged 
this year, but we found it impos- 
sible to obtain the proper caliber 
of speakers for the conference on 
short notice. Consequently, we 
have postponed both events until 
1956.” 

Plans to widen the show’s con- 
cept had been arrived at in Jan- 
uary of this year. 


NBC Spot Sales Boosts 
Reber, Shepard, Fromm 


NBC Spot Sales, New York, has. 


appointed John R. Reber televi- 
sion director and H. W. (Hank) 
Shepard radio director, both new 
executive posts under Thomas B. 


HAVE YOU 
KEPT UP 
ON THE 
GOLF MARKET 


National Business Journal 
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| Covers the 14,000 key buying- 

| operating officials and depart- 

| ment heads who yearly spend 

| more than ae = 
equipment, su ies an 

autusee—aies the 3,398 pro- 

| shops who retail $32,000,000 

j in = equipment, sportswear 

l and accessories. 
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COLEng 


National Players’ Magazine 


Covers the top-spending 
60,000 golfers who set the 
pace. Check the Golf Market 
with current, specific informa- 
tion before you—we'll gladly 
furnish it. 

407 S$. DEARBORN ST., CHICAGO 5 
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OLF MARKET 


McFadden, v.p. in charge of the 
network-owned representative. 
Mr. Reber, formerly national tv 
sales manager, is succeeded by 
Mort Gaffin, now manager of ad- 
vertising and promotion. George 
Dietrich remains national radio 
manager, and Edwin T. Jameson, 
previously eastern radio sales 
manager, has been named eastern 
tv sales manager. 

Wilbur M. Fromm has been 
promoted to manager of advertis- 
ing and promotion for NBC Spot 
Sales, succeeding Mr. Gaifin. He 
joined the company in March, 


1954, as promotion supervisor for;New Bulova Watch Gets 
television. 270-Station Send-off 
- | Bulova Watch Co., Flushing, 
Ford Drops CBS Radio News _N. Y., will use spot announcements 
Ford Motor Co. has dropped the on 270 tv and radio stations 
Ed Murrow newscast on CBS March 15 to tell about “the first 
Radio. American Oil Co. continues U. S.-made 


stations and Oldsmobile Pacific|ments’ for greater 
Dealers (Dallas, Williams & Sons) | Full-color pages are scheduled in 
will carry the program on 30 West Life, Look and other magazines. 
Coast stations starting March 14.| The drive for the new Bulova 
Hallmark’s “Hall of Fame” leaves | “23” series is described as the 
the air March 27, but CBS Radio most concentrated in the compa- 
expects this drama to return in /ny’s history. McCann-Erickson is 
September. the agency. 


self-winding watch | 
to air the show on 84 sere | that has six ‘precision adjust-| 
accuracy.” | 
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Marie does it 
FASTER... 


complete mailings, multi- 
graphing, mimeograph- 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 
quick service and fast delivery 
CALL WAbash 2-8655. 


a Lellev Mtopp we 


431 S. Dearborn Street, Chicago 5, Ill. J 


Reserved Space Air Freight. It’s new. It’s exclusive with 
United in the U.S. You can reserve space for your 
freight shipments in advance, previous consideration 
having been given mail and express space needs. 

Also new, are interline arrangements whereby you 
can ship via United Reserved Space to 84 foreign Sia 
countries the world over! ae 

For more information about United Air Freight, write for new 
booklet, “Industry’s Flying Partner?’ Cargo Sales Dept. K-3, 

United Air Lines, 5959 S. Cicero Ave., Chicago. 


United was the first scheduled airline to offer all-cargo flights 
(1940)... the first with specially-equipped “flying freight 
cars” (1943)... and through the years the “firsts” 
have kept right on coming from United Air Lines. 

For example, United Air Lines now offers you 


ee et 


Des Moines 


United Air Lines first to offer all-cargo flights 
keeps on bringing you “firsts” in freight service! 


More than 254 United flights daily 
—Air Cargo on every one 


Chicago Toledo 
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Ye ask a woman. 


She'll be happy to explain that 

certain things—like having a baby, 
buying an Easter bonnet, or creating a 
casserole—are things no man should 


try. Or even try to understand! 


These are things that only another 
woman can understand. Which is why 


there are magazines just for women. 


This is why advertisers pick women’s 
magazines when they want to reach 

a woman in her own domain. This 

is why the more all-woman a magazine 

is, the more influential its ideas 

become. This is why advertisers 

spent more money in Ladies’ Home Journal 
this March than in any other 


March issue in Journal history** 


* And not only is this March the 
biggest March in Journal history, but 
this is the sixth consecutive month 
that the Journal has shown an in- 
crease in advertising revenue over a 
year ago. 


Never underestimate the power of the No. 1 magazine for women... | () URN 


A CURTIS PUBLICATION 
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§ Salesense in Advertising... 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


Favorite ads from prideful advertising 
agencies continue to pour in, and I am 
happy to pass on to my readers three 
more interesting and enlightening case 
histories. But the game is about up. 

Despite the fact that 
AA readers seem to be 
enjoying this “Best 
Ads” series, Sid Ber- 
} stein thinks it’s just 
about time for me to 
get back to my type- 
writer and knock out a 
few pieces of my own. 
It was my desire to 
goldbrick, he says, that 
prompted me to orig- 
inate this series. Nothing could be further 
i from the truth. 

I am proud of this series, and my 
friends assure me it is nothing less than 
a stroke of editorial genius. 


James D. Woolf 


VanSant, Dugdale & Co. 

Here is the story behind the Carvel 
Hall Homemaker cutlery campaign, as 
told by Harry F. Brian, v.p. and copy 
chief: 

“Chas. D. Briddell Inc., of Crisfield, 
Maryland, has been marketing Carvel 
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| | Advertising Agencies Pick Their Best of 1954 


Hall gift cutlery for the past six years— 
and consequently has driven to first place 
in gift cutlery sales. This past year it was 
decided to launch a new copper and black 
Homemaker set of kitchen cutlery via 
the same distribution that handled the 
luxury gift cutlery line. The new distinc- 
tive Homemaker sets were luxury items 
in themselves, as the $19.95 price for a set 
of five knives indicates, but everyone felt 
the public was ready for a deluxe set of 
kitchen cutlery. 

“Our client believed his field force had 
pretty well covered the accepted channels 
of distribution, and pre-promotion to the 
trade in advance of the appearance of the 
advertisement shown here seemed to in- 
dicate a thorough job had been done. We 
prepared and scheduled this one an- 
nouncement advertisement to appear in 
December issues of Better Homes and 
Gardens, Living, House Beautiful and 
House and Garden. We believed we had 
a first in the black-copper motif, so we 
determined to play up the product large, 
and demonstrate visually the razor sharp- 
ness of the stainless steel blades. 

“We came up with a bragging headline 
that ‘Only Carvel Hall Dares Guarantee 
Blades for Life.’ This was to be the piece 
de resistance. 


a “The final artwork on the ad was a 
knockout. So much so that our little piece 
de resistance seemed to be a complete 
misfit. A new series of headline appeals 
were written. Appeals more closely re- 


NOW... a knife for every need 


Homemaker Catlory 


by CARVEL HALL 


Leads « lighter, brighter note to kitchen living — 


(Bare ffel’; 
UNCEMENT—This ad for Carvel Hall’s new Homemaker cutlery set did a two-way 
) by gaining response from consumers and from jobbers. VanSant, Dugdale & Co., 
| more, is the agency. 


Best of ‘54—13th of Series 
Weiss Considers the ‘Negative’ 


Bedell Remakes a Clothing Ad 


Eye & Ear Man Picks Commercials 


: 
i NR CR 5 


‘ALIVE AFTER FIVE’—This campaign for Remington Rand’s electric typewriter was de- 
signed for the working girl, who, according to Leeford Advertising Agency, is respon- 
sible for 65% of the typewriter purchases. 
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GERMAN TOURIST 1S FORMATION OFFICE lhe ORL: Oh eee We 

TRAVEL SERIES—Old and new are stressed in this ad for the German Tourist Information 
Office, appearing in Holiday, National Geographic and The New Yorker. Stephen 
Goerl Associates is the agency. 
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lated to what the art actually said and our 
customers realy wanted. Next, this series, 
together with the actual artwork, was 
shown to a group of representative female 
prospects. Each one was asked to choose 
the appeal that clicked with her if shown 
with our art. 

“The overwhelming consensus was that 
they wanted to know more about a knife 
for every need. To make a long story 
short, we revised our headline—as you see 
it here—sharpened up-the copy, and re- 
leased the advertisement. 

“The results were almost unbelievable. 
This one advertisement clicked two ways. 
Housewives wrote in to Crisfield, with 
checks enclosed, trying to buy the new 
Homemaker sets. Jobbers—many of whom 
obviously had previously been contacted 
via mail or direct and had not reacted 
—wrote in, with checks and tearsheets of 
the advertisement attached, for sizable 
orders of the Carvel Hall Homemaker sets 
‘like this in the advertisement.’ Our 
distribution, which had been reported to 
be thoroughly apprised of this new mer- 
chandise, had suddenly come to life when 
the advertisement appeared, and orders 
came in from all over the country. 

“Results exceeded our fondest expecta- 
tions. Both consumers and the trade 
reacted to the copy appeal in a manner 
that most assuredly proves a point in 
favor of the power of a good advertise- 
ment that offers what people want.” 


Leeford Advertising Agency 

Following is a description of Remington 
Rand’s “Alive After Five” campaign, by 
Kenneth E. Lee, president of the agency: 

“Problem: 

“1. To prepare a typewriter advertise- 
ment for Charm, Glamour, The Secretary 
and Today’s Secretary, magazines de- 
signed to reach the working girl who is 
responsible for 65% of the typewriter 
purchases in this country. 

“2. To make this typewriter advertise- 
ment so attractive in theme and design 
that it would stand out in competition 
with high-style fashion and cosmetic ad- 
vertisements appearing along with it. 

“3. To present this typewriter adver- 
tisement to the typist and make it inter- 
esting and glamorous enough to attract 
her attention after she has faced a type- 
writer all through a typical working 
day. 

“Result: 

“The ‘Alive After Five’ advertisements 
show the working girl after five—she is 
alert, fresh, full of energy and ‘having 
herself a ball,’ thanks to the ease of 
electric typing on her new Remington. We 
have used photographer Coffin, who is 
responsible for many of the editorial 
photographs of Glamour and Vogue, 


On the Merchandising Front... 
The ‘Negative’ Is 


By E. B. Weiss 
Merchandising Consultant 

Every so often, when I sit in on meet- 
ings which include a discussion of adver- 
tising, I go through the experience of wit- 
nessing the elimination of a copy concept 
because it is “negative.” And, very oddly, 
there appears to be such a wholesome fear 
of the “negative” in advertising that a 
mere mention of the word suffices to 
damn a campaign proposal. 

Actually, nobody has ever defined 
what constitutes a “negative” in adver- 
tising. I presume that when Hazel Bish- 
op lipstick contemplated the use of the 
theme “won’t rub off,” some tradition- 
steeped adman must have shuddered in 
horror as he remarked: “But that’s a 


negative; why not take the affirmative 
and say ‘stays on forever?’” Yet I’ll be 
blessed if I can see the 


“negative” 


Reo Ge 


to shoot this series. We have used differ- 
ent top models, both male and female, in 
each ad. We have tied in with a different 
dress house for the clothes in each ad- 
vertisement. We have used a different 
location for each advertisement. 

“This campaign, conceived and exe- 
cuted by Remington Rand’s William 
Pershing Most, has been accepted with 
great enthusiasm by the entire typewrit- 
er sales force throughout the country 
who are using it to contact secretaries— 
so important in the purchase of a type- 
writer in the smaller offices. 

“Numerous department stores, such as 
J. W. Robinson Corp. in Los Angeles, 
have used this theme for interior and 
window displays. Tv shows have picked 
up the theme of ‘Alive After Five’ fash- 
ions for women’s shows.” 


Stephen Goerl Associates 

Stephen Goerl, president, outlines the 
story of the agency’s work on the German 
Tourist Information Office: 

“T have been following religiously and 
reading with great interest your column, 
‘Salesense in Advertising,’ in ApDver- 
TISING AGE. The new series, for which you 
feature ads picked by advertising agencies 
as their best, is an interesting departure. 
It occurred to me that our campaign for 
the German Tourist Information Office 
might fit into this series. 

“Before World War II and particularly 
before the advent of Hitler, Germany was 
the second most popular country in 
Europe (after France) visited by Ameri- 
can tourists. Since 1950, when the German 
Tourist Information Offices were re- 
opened in the U.S., Germany has grad- 
ually regained her popularity with Ameri- 
can tourists. 

“The enclosed ad, which is part of a 
series, has run in Holiday, National 
Geographic and The New Yorker. As you 
will note, the illustration shows an old 
man and a little girl, with a typically 
German background. The copy stresses 
the old and the new. 

“We have purposely omitted the gen- 
eration in between with the thought in 
mind that a great many Americans are 
still thinking of Germany as a recent 
enemy, and a man of about 30 or 40 years 
of age might be regarded as the repre- 
sentative of the war period. In making 
tests, we have found that readers are less 
likely to associate the war with the older 
or the new generation. An unusually 
large response to this campaign seems to 
bear out the soundness of this approach. 

“Our readership surveys have also 
shown that travel advertisements showing 
human beings strike a more responsive 
chord in readers than those showing only 
buildings or scenery.” 


Worth Considering 


aspect of “won’t rub off.” 

The shopper most certainly tends to 
think in negatives—that is, as the term 
is generally conceived in advertising 
circles. The shopper doesn’t want a soap 
that is harsh; a shoe that pinches; a 
scatter rug that slips; a lamp that glares. 
The shopper looks for eliminated nega- 
tives. But admen for some reason that 
has always escaped me take a com- 
pletely negative view of the negative 
approach. 


® I presume that when the Lewyt Corp. 
considered “No dust bag to empty” some 
alarmed soul must have raised the cry of 
“negative.” I rather imagine it was for- 
tunate that Alex Lewyt wasn’t floored 
by the awful charge. 

I don’t know whether “Often a 
Bridesmaid, etc.” would be considered 
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Postcards in Advance 


Among people who write or otherwise engage in travel advertising we have 
heard a constant and never wholly settled argument over the relative merits 
of showing a place or giving an impression of it. The Great Northern ad for 
Glacier Park, the Hawaii ad, the Tucson ad would be examples of the former 
technique. The ad for France would be an example of the latter. So, to some 
extent, would be the ads for Israel and for South Africa. 

We use that qualification, “to some extent,” because, actually, the physical 
presentation of the South Africa ad seems more closely related to interpreting 
the caption than the place—and the Israel ad (to us, at least) doesn’t quite 
get across any particular “feeling” about the country. Certainly not to the ex- 
tent that the ad about France does. At the same time we feel compelled to 
admit that few countries lend themselves so well to casual interpretation as 
France. It is even possible that realistic representation of France would be 
inadvisable (unless it were done as well as some of the photographic posters 


All in all, we lean to realism in interpreting a country, in presenting it to 
potential tourists. We lean not only to color photography but to lots of it. It 
may not be distinguished, but it’s practical. To a great extent, it’s like sam- 
pling the place. And, of course, we have always leaned to sampling. (The copy 
in the ad for France gets so realistic as to mention onion soup!) 

We enjoy getting postcards from friends who travel. We like travel adver- 
tising that sends us postcards in advance. 
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a negative approach; I should imagine it 
would be. I believe it was a pretty suc- 
cessful concept. 

The cigaret advertisers have occa- 
sionally turned to the negative, al- 
though how successfully is, I admit, a 
moot point. I know that George Wash- 
ington Hill never objected to a negative, 
and I believe he was considered a pretty 
sucessful creator of advertising. The 
proprietary medicine advertisers seem 
to be quite agreeable about the use of 
negatives—and in mail order copy the 
negative abounds. The pitchmen on 
television have no hesitancy in using neg- 
atives. On the contrary these master 
salesmen tend to favor the negative just 
as did their forebears, the old-time 
medicine men. And store demonstrators 
revel in negatives. 


= I imagine that when Kleenex con- 
sidered bringing out a toilet tissue some- 
body must have said: “Don’t call it 
Kleenex. To give a toilet tissue the same 
name as a facial tissue would raise a 
negative.” So ICP’s toilet tissue was 
called Delsey and, ever since, the com- 
pany has been trying desperately to 


make a tie-up between Delsey and 
Kleenex that would have been totally 
unnecessary had the toilet tissue been 
called Kleenex from the start. 

Can you contemplate anything more. 
“negative” than an electric refrigerator 
called Hotpoint? Or an electric range 
called Frigidaire? Somehow they do 
pretty well! 


® Part and parcel of this adman phobia 
with respect to the negative is the un- 
reasoning fear of making a_ so-called 
damaging admission in copy. I came 
across an ad the other day for the 
English Ford. The caption, believe it 
or not, was: “Here’s the car with ‘the 
inside door handle too far back—but 
everything else is wonderful.’” The 
copy went on to explain that some pur- 
chasers had said: “The inside door 
handle is too far back—a point well 
taken and it will be placed up forward 
soon.” Said the same piece of copy: 
“Another complaint: ‘Don’t like ignition 
key position.’ You get used to it.” 
Surely this is creating “negative re- 
actions.” But I suspect it also creates 
believability, which is one of the qualities 
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missing from a good deal of advertising. 

Nobody loves a miser, so Jack Benny 
was creating a negative when he de- 
liberately developed that personality 
characteristic. I gather he thinks it is 
pretty effective; he has stuck with it for 
years. 


In advertising, in promotion, in selling, 
I firmly believe the so-called negative 
concept has too seldom been exploited. 
And the explanation is this complete 
horror that most people in advertising 
entertain with regard to the “negative 
approach.” 


thus were assured of a living income 
without the necessity of regular applica- 
tion to business affairs. However, since 
this meant selectivity in the choice of in- 
dividuals to be so favored, it was unsatis- 
factory. To have granted the same treat- 
ment to all would have meant a heavy 
burden on the company and its future. 
Hence the adoption of retirement pro- 
grams, to many of which the individual 
employes contribute a substantial part 
of the cost. 
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the company operations, was offered an 
attractive deal by another publishing 
house. The latter knew of his arrange- 
ment for profit sharing and ultimate 
retirement, and so told him to “write 
his own ticket.” He did so, and of course 
the figures he wrote in were not es- 
pecially modest. 


® With high earnings and high taxes for 
both corporate and personal incomes the 
order of the day, practically all companies 
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together with the actual artwork, was’ each ad. We have tied in with a different 
shown to a group of representative female dress house for the clothes in each ad- The Creative Man’s Corner... ‘ 


prospects. Each one was asked to choose vertisement. We have used a different H 
the appeal that clicked with her if shown location for each advertisement. ( 
with our art. “This campaign, conceived and exe- 

“The overwhelming consensus was that cuted by Remington Rand’s William 
they wanted to know more about a knife Pershing Most, has been accepted with 
for every need. To make a long story’ great enthusiasm by the entire typewrit- 
short, we revised our headline—as you see er sales force throughout the country 
it here—sharnened un-the tari 
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tackled a problem, solved it, and presents 


A revolutionary new vehicle for advertising! 


QO” the two preceding pages you have seen, for 
the first time, a full-color magazine advertise- 
ment on pure aluminum foil, laminated to paper, 


and publisher-printed by high speed letter-press 


for the 4,000,000 circulation of a major consumer. 


magazine. 


When David Reynolds, V. P. of the Reynolds 
Metals Company first spoke to us about it a few 
months ago, many printing and publishing people 
believed the project impossible—or, at any rate, 
too involved and too difficult for practical explor- 
ation. 


But we've been tackling the impossible ever since 
Better Homes & Gardens first saw light in 1922. 
Indeed, the growth of such a magazine to its pres- 
ent 4,000,000 ABC circulation was itself one of 
the “timpossibilities.” 

Revolutionary innovations have long been a 
BH&G stock-in-trade. In 1930, Better Homes & 
Gardens became a pioneer in book publishing with 
the introduction of the loose-leaf BH&G Cook 
Book. Today, the Cook Book is the 3rd largest 
best-selling book of all time, of any kind, with total 
sales now over 5,400,000. Other BH&G books and 
annuals have brought the total to over 18,500,000. 


Creation of an editorial punched-hole recipe page, 
which files for easy reference in the best selling 
Better Homes & Gardens’ Cook Book, was another 
BH&G first—and was hailed by millions of house- 
wives as an ideal way of constantly adding to their 
cooking skills. Later, advertisers welcomed 


one of the family 
4,000,000 copies strong 


punched-hole gatefolds as a sure way of getting 
their food products into menus by the millions. 
MOST COSTLY SPREAD OF ALL TIME 
—BUT NOT THE MOST EXPENSIVE! 
The cost of a full-color aluminum foil spread in 
Better Homes & Gardens is $135,000— including 
the 4,000,000-plus sheets of foil. Only one such 


spread can be taken in a single issue. 


We believe there are advertisers with the vision, 
foresight—and courage—to see the extraordinary 
possibilities in these spreads—for the tremendous 
“shock value” they create—for the enormous 
merchandising possibilities—and for their use as 
mailing pieces. 


In many cases this will be the first opportunity in 
magazine advertising for manufacturers to show 
both products and packages with absolute fidelity 
to the original. 


With a revolutionary approach to both consuming 
public and trade, these aluminum foil spreads 
might well prove to be the most economical of all 
sales-and-advertising ideas—despite what appears 
to be a staggering cost. 


We will be glad to discuss these spreads with in- 
terested advertisers. 


MEREDITH PUBLISHING COMPANY, Des Moines, lowa 
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missing from a good deal of advertising. 

Nobody loves a miser, so Jack Benny 
was creating a negative when he de- 
liberately developed that personality 
characteristic. I gather he thinks it is 


pretty effective; he has stuck with it for 
years. 


G. D. Crain Jr. Says... 


In advertising, in promotion, in seliing, 
I firmly believe the so-called negative 
concept has too seldom been exploited. 
And the explanation is this complete 
horror that most people in advertising 
entertain with regard to the “negative 
approach.” 


Profit-Sharing Now Standard in Advertising 


Profit-sharing plans, which have be- 
come rather general in business, have 
been adopted by most of the larger ad- 
vertising agencies. Some of the organi- 
zations which delayed adoption of a pro- 
gram of this kind have joined the ranks 
of profit-sharers within the past few 
years. The most recent was C. J. LaRoche 
& Co., which announced the institution of 
a plan for profit-sharing and retirement, 
and said that it had contributed $50,000 
to the plan from 1954 earnings. 

One of the reasons for the adoption of 
profit-sharing programs, which are al- 
most invariably tied to retirement and 
pension plans, is to take care of employes 
after they have outlived their usefulness. 
This usually is related to a mandatory 
retirement age. This, too, creates diffi- 
culties, since many agency men are just 
as creative and just as valuable after 65 
as they were prior to that time. 

One large agency which adopted a 
retirement program based on _ profit- 
sharing has a 65-year age for mandatory 
retirement, but has provided that the 
term of employment may be extended at 
the discretion of the board of directors. 
Several exceptions to the rule have al- 
ready been made, as key officers, in 
charge of important divisions of the busi- 
ness, were found to be too valuable to 
lose. Without adequate replacements, the 
directors asked them to stay on. 


= One of the reasons why not all adver- 
tising agencies, including the larger or- 
ganizations, have adopted retirement and 
profit-sharing programs is the cost. This 
is particularly important in the case of 
companies which have been in business 
for a good many years, and have impor- 
tant people with long service records. 
To include them in a retirement program, 
whether based on profit-sharing or in- 
surance arrangements, requires a con- 
siderable capital outlay. 

One leading agency which adopted a 
retirement plan several years ago found 
it necessary to pay a large insurance 
company, which undertook the program 
on an annuity basis, the impressive sum 
of $3,000,000. (The company, fortunately, 
was a client.) There are not too many 
agencies which have accumulated suffi- 
cient funds to enable them to bring pay- 
ments up to date in behalf of all em- 
ployes, when the number is great and 
the service records are long. 

Profit-sharing plans, based on con- 
tributions by the company from earnings 
each year, are considered more flexible 
than retirement plans based on insurance 
coverage, since the latter require a spe- 
cific contribution in the form of pre- 
miums each year. Profit-sharing con- 
tributions vary directly with earnings, 
of which they are a stated percentage, 
and thus need not be unduly burden- 
some in less favorable periods. 

Trustees, appointed by the company, 
operate profit-sharing trusts for the bene- 
fit of the employes covered. Eligible 
employes may be those who have been 
employed one, two or more years. Money 
contributed is invested, and the earnings 
are credited in proportion to individual 
compensation. As funds accumulate, 
substantial amounts become available 
for employes who leave or retire, and in 
case of death are paid to the beneficiaries. 


In most cases group life insurance pay- 
ments supplement funds for employes 
who die while in the service of the com- 
pany. 

Retirement programs based on insur- 
ance coverage often include contributions 
by employes, who are required to make 
them in order to participate. Profit-shar- 
ing plans, on the other hand, usually 
represent only the contributions of the 
company, and require no contributions 
by employes. Because of the flexibility 
of the latter programs, they appear to 
be more popular than outright retirement 
programs requiring a specific payment 
to the insurance companies each year. 


= One reason given by expert agency 
advisers for the rapid rise of some of the 
newer advertising agencies which have 
gone to the front with amazing rapidity 
in the past few years is their liberal pro- 
grams of employe benefits, in the form 
of cash bonuses, profit-sharing plans and 
retirement and pension programs. The 
availability of benefits of this kind has 
attracted top talent, and since the agency 
business is based on personal service and 
personal skills, it has not been too diffi- 
cult for agencies with the right kind of 
people in creative and contact work to 
build volume in a hurry,’ 

Conversely, agencies which have re- 
tirement programs based on profit-shar- 
ing make it very difficult for their key 
people to leave, since breaking the con- 
nection voluntarily usually involves a 
penalty and loss of at least a part of their 
equity. The senior vice-president of one 
of the largest agencies in the country told 
me not long ago that for men who have 
been with the company for a considerable 
period, it would be impossible to with- 
draw without paying much too big a 
price for the privilege. 

Publishing companies, in much the 
same position as advertising agencies as 
far as personnel are concerned, have 
adopted profit-sharing and retirement 
plans very generally, especially in the 
past 15 years, when excess profit taxes 
and other factors have encouraged the 
establishment of programs of this kind. 
Since earnings paid into profit-sharing 
plans are available before taxes, the 
plans made comparatively few demands 
on net earnings under EPT. Even now, 
with corporation taxes at 52%, it is fig- 
ured by accountants that the actual cost 
of such arrangements is not nearly as 
great as it would have been under more 
moderate tax burdens. 

Some of the largest publishers who 
have put retirement programs into ef- 
fect in the past few years have done so 
because of the great difficulty of dispens- 
ing with the services of superannuated 
employes without such an arrangement. 
By providing for mandatory retirement 
under a pension program supported 
largely by the company, changes can be 
made by the management as a means of 
bringing new blood and new vigor into 
the business early enough to avoid serious 
problems with older employes. 


= Many companies of course took care 
of their older employes without a formal 
retirement program. They were put on 
half-pay or given light duties in some 
area such as Florida or California, and 


thus were assured of a living income 
without the necessity of regular applica- 
tion to business affairs. However, since 
this meant selectivity in the choice of in- 
dividuals to be so favored, it was unsatis- 
factory. To have granted the same treat- 
ment to all would have meant a heavy 
burden on the company and its future. 
Hence the adoption of retirement pro- 
grams, to many of which the individual 
employes contribute a substantial part 
of the cost. 

One large publisher, who has a very 
generous retirement program and con- 
tributes heavily to a profit-sharing fund, 
has not found that it invariably prevents 
the loss of desirable men. One such exec- 
utive, who had been advancing rapidly 
and had already reached a high post in 
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the company operations, was offered an 
attractive deal by another publishing 
house. The latter knew of his arrange- 
ment for profit sharing and ultimate 
retirement, and so told him to “write 
his own ticket.” He did so, and of course 
the figures he wrote in were not es- 
pecially modest. 


® With high earnings and high taxes for 
both corporate and personal incomes the 
order of the day, practically all companies 
are trying to provide a measure of secur- 
ity for employes. They are calling in 
their accountants, tax experts, insurance 
advisers and other financial men to as- 
sist in working out the details of the 
programs. And in the advertising busi- 
ness they will continue to multiply. 


spring and summer weight 


sport jackets 


At last! A sport jacket that is just right for 


spring and summer wear. Handsomely 
styled by Season Skipper, these blended 

woo! and orlon jackets are sturdy enough 1 
hold their shape, yet porous enough 

to be comfortable even under the hot Texas 
oun. Shown here in the popular Sahara 


pockets and vented back. $35.00 
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By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

What is the end objective of advertis- 
ing? Any number of different advertis- 
ing people might come up with answers 
to this question—all unique. Nothing less 
than my own answer would satisfy me. 
I believe the end objective of advertis- 
ing is to sell as much as possible, as 
fully as possible, as widely as possible 
—in the interests of the advertiser. Or 
—abbreviated—it is TSAMAP AFAP 
AWAP. 

To sell “as much as possible” means 


ad. As “fully as possible” means as com- 


possible” means to as many different 
prospects as possible—or over as much 
area as possible. If it’s institutional ad- 
vertising the objective doesn’t change 
—you may simply be selling an idea or 
an institution instead of an item or a 
service. 


deal of advertising must simply be to 
get the ad in the paper. 

The ad at the left is a neat, chaste ap- 
pearing creation as it ran in the paper. 


sand with subdued window-pane weave, patel 


giving everything you can a ride in the 


pletely as possible. And “as widely as 


If anyone accepts this stellar role for 
advertising—this role of selling—and 
then examines mine run ads anywhere 
in the country, it is brought home to 
him that the end objective of a great 


How many people were caught and 
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light weight 


sport jackets 
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look neater 

be cooler 


save pressing 


wool & orlon 
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stopped by the display type I cannot 
say. But if I were spending my own 
hard-earned dollars in an effort to get 
men to pause and read and come buy, I 
would want to come out much more 
flatly and informatively. 

The ad at the right introduces no 
ideas that are not expressed or implied 
in the original. 

It might be argued that because the 
headline at the left is shorter, more 
people would read it. I cannot believe 
that, even if it were as easy to read as 
the one at the right, which it isn’t. 

I have never seen any research find- 
ings showing that brief headlines are 
worth more for readership than long 
ones. Rudolph’s book suggests that read- 
ership doesn’t go down (as headline 
length increases) to anywhere near the 
extent that revelation increases. 

Even if it did, why get a lot of people 
to read a headline that is so common- 
place and uninformative it will not 
stimulate reading of copy? It is better 
to have 5 to 10% fewer headline read- 
ers, I believe, of a headline that imparts 
100 or 200 or 500% more selling infor- 
mation. 

The ad at the right doesn’t represent 
the best ad that could be put together. 
It simply represents one way to use the 
same ideas and elements as are in the 
original, in a manner to get more story 
across faster—hence, presumably, inso- 
far as the store is concerned, more pro- 
fitably. 
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Looking at Radio and Television... 


Eye and Ear Man Picks Best TV Commercials 
Used During the Past Month 


By The Eye and Ear Man 

Last month (AA, Feb. 14), your Eye 
and Ear Man began a new venture—a 
presentation of our selection of the best 
television commercials of the preceding 
month. 

Our second group of commercials for 
best-of-the-month awards contains only 
established and well tested sales messages. 
It is presumed that they have been suc- 
cessful in selling. It is also a fact that they 
bear repetition; just how long a video 
commercial can be repeated no one seems 
to know. 


® A really good ID (station identification 
break) need never wear out. A commer- 
cial in the body of a high rating show, on 
the other hand, needs refurbishing, at 
least in its integrative parts and in the 
variations on the central themes. 

It can be further noted that the length 
of the commercial is not related to the 
force of its sell. The six seconds of the 
station identification spot have been used 
well as reminder advertising. An effec- 
tively integrated commercial may spend 
a lot of time playing around before the 
old familiar sell is brought into the pic- 
ture. The purpose of this frolicking is to 
create a friendly atmosphere for the 
product and assure absolute attention 
from the audience. 

With the crowded airlanes stepping up 
the competition for viewer response to 
commercials, the problem of creating a 


JACK BENNY SHOW—Top picture shows 

Benny with the Sportsmen Quartet, Joe 

Besser and Don Wilson. In the lower 

picture the quartet does some musical 
sell for Luckies. 


good selling pitch is becoming more acute. 
The adaptability of the product to various 
lengths is the starting place. In general, 
high ticket items, which are infrequently 
purchased, need depth of sell—two min- 
utes at least—at the sacrifice of frequency. 


™ On the other hand, fast moving gro- 
cery items that are frequently purchased 
and familiar to every one need frequency 
and a catchy, memorable commercial. A 
20-second spot is often enough with as 
much exposure as possible. If, however, 
the grocery item is in a highly competitive 
field, more selling in depth may be re- 
quired to establish factors of product su- 
periority. There is no fast rule for an- 
swering this question. Merchandising and 
selling judgment alone can resolve it. 

So far, television commercials have 
been pretty pedestrian. The test is mem- 
orability. Think back. Think how few 
commercials stick with you and how few 
times you have been convinced of the 
superiority of a product. With this dis- 
claimer in mind, here are our February 
selections for the best tv commercials: 


1. The “Jack Benny Show” for Lucky 
Strike—for consistently well-integrated 
commercials (CBS-TV). Jack Benny, 
with the Sportsmen Quartet, Don Wilson 
and various guests, has made the Lucky 
Strike commercials one of the most mem- 
orable series in television. Jack and his 
writers have an uncanny ability to weave 
them in believably to the degree that all 
viewers of the show cannot help but be 
exposed to the sell. The agency is BBDO, 
but the credit must go to Jack Benny and 
his writers for this one. The cost is in- 
cluded in the Benny package price. 


2. My-T-Fine pudding—for a memora- 
ble spot. It is almost impossible to escape 
the whining voices of the children or child 
imitators who sing this jingle extolling 
the virtues of My-T-Fine pudding. Not 
since the Moylan sisters retired from 
radio have there been such provocative 
and plaintive sounds coupled with good 
animation. Agency: Batten, Barton, Dur- 
stine & Osborn, New York. Copy by Mary 
Kenney and Gran Burland; art by AlIl- 
phonse Normandia. Estimated cost: $6,- 
000. 


3. Kool cigarets—for a consistently good 
ID announcement. It is very difficult to 
get any sell into six seconds. However, 
for a frequently purchased product, the 
reminder value of a shotgun spot cam- 
paign is manifest. Kool, with its “don’t 
be chained” story, has succeeded admira- 
bly in this technique with an unwavering 
story which, in its constant repetition, has 
become believable. Estimated cost: $2,500. 
Agency for Brown & Williamson Tobacco 
Corp. is Ted Bates & Co., New York. 
Herbert Gunter is the agency’s tv copy 
group head, and Tom Hanlon is agency 
producer. 


CONSISTENTLY GOOD—Kool’s six-second station identification breaks have succeeded 
in making its “don’t be chained” story believable, with constant repetition. 
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4. Ivory soap baby commercials—for 
daytime sell on “Guiding Light” (CBS- 
TV). It is hard to imagine an appeal 
stronger for women in the daytime than 
babies. Ivory soap has smartly coupled 
delightful babies with a purity product 
story. It is reported that much footage of 
the babies was shot and edited down to 
the cutest and most lovable scenes with 


Advertising Age, March 14, 1955 


the sound-over-sell written to match the 
baby’s coos. The results must be grati- 
fying to P&G, which has preserved this 
selling association of purity and Ivory 
for generations. Agency: Compton Ad- 
vertising, New York. Credit goes to Janet 
Watson, copy supervisor; Constance Reid, 
copy group head, and Loren Stone, v.p. 
in charge of art. Estimated cost: $3,000. 


PURITY STORY—Procter & Gamble’s com- 

mercials for Ivory soap (“Guiding Light,” 

CBS-TV) couple delightful babies with 
purity of the product. 


MEMORABLE—The Eye and Ear Man says it’s hard to escape the child voices which 
extoll the virtues of My-T-Fine pudding in these well-animated cartoon sequences. 
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Playtex Girdles, advertised through 
Foote, Cone & Belding, lead all 


other girdles in preference and in sales 
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PLAYTEX IS THE REGISTERED TRADEMARK OF THE INTERNATIONAL LATEX CORP 


FOOTE, CONE & BELDING, ADVERTISING: NEW YORK, CHICAGO, HOUSTON 
LOS ANGELES, SAN FRANCISCO, HOLLYWOOD; LONDON, ENGLAND 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Readers Lambaste the Creative Man for His 
Comments on Paper Milk Container Advertisement 


To the Editor: We’d like to take 
violent issue with The Creative 
Man’s criticism of the Pure-Pak 
container ad, in your issue of Feb. 
21. 

Not only do we like the card- 
board container for milk, but one 
of the reasons why we quit having 
a milkman deliver milk to our 
door was because we just got tired 
of messing around with bottles. 
Bottles have to be washed and 
either stored in the milk chute or 
left on the kitchen counter. Some 
one, too, is always dropping a bot- 
tle in the sink and bang goes a 
shower of glass which has to be 
meticulously scooped up and put 
away. With the cardboard contain- 
er, you just drop it in the waste 
basket or the incinerator when 
you’re through with it, and that’s 
the end of the transaction. 

Bottles seem to be always with 
us, or were. We buy our milk from 
supermarkets, etc., where we can 
get the cardboard container. We'll 
go right past the store of some 


UPSY-DAISY 


Do producers of plumbing, heating and air- 
conditioning products go for the high visi- 
bility of a tabloid-size paper? Well, our Feb- 
ruary ad-sales are up 348%, so the answer 
must be YES. 


™= (Contractor 


PLUMBING ¢ HEATING 
AIR CONDITIONING ¢ APPLIANCES 
Grand Central Terminal Bidg., N.Y. 17, N.Y. 


| 
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grocery man who still insists on 
being old fashioned enough to sell 
milk in bottles. I say the bottle is 
“old fashioned” because it is just 
that... 

Maybe the Pure-Pak ad could 
have been worded differently. I’ve 
yet to see the ad (and I’ve been 
in the business for four decades) 
that couldn’t be subjected to some 
kind of revising to suit the whim 
of some critic. Even the famous 
old Cadillac classic “The Penalty 
of Leadership” written 30 years 
ago by Theodore MacManus could 
have been reworded, and the Hath- 
away Shirt guy could have worn 
a monocle instead of an eye patch. 
I think, however, that some times 
The Creative Man does a lot of 
good. We need intelligent criticism 
of advertising, but I’ll be dog- 
goned if I’m going to see my 
favorite milk container maligned. 
That’s too much like pulling the 
tail of my favorite pussy cat. 

LYNN WEST, 

The Detroit Free _— De- 

troit. 


* 

To the Editor: Usually compe- 
tent and respected ADVERTISING 
AcE ought to take another look 
at its Creative Man’s Corner of 
Feb. 21. This type of commentary 
reflects little credit upon ADVER- 
TISING AGE, as it goes far beyond 
the bounds of copy criticism and 
swings rather wildly at the in- 
‘trinsic worth of a singularly suc- 
cessful product, namely paper 
milk containers... 

The Creative Man says our full- 
page, four-color ad in the Jan. 15 
Saturday Evening Post is “very 


U.S.A.!” 


“A quarter million babies—the last 5 years— 
one of the greatest do-it-yourself markets in the 


Newark News 
Daily and Sunday 


Represented nationally by O'Mara & Ormsbee, Inc. 


NEWARK, NEW JERSEY 


handsome” but he “can’t figure out 
just what it accomplishes.” Some 
inquiry right at this point would 
have been quite illuminating. The 
Creative Man certainly does not 
appreciate all the idea-selling fac- 
tors in this program. He might 
otherwise have been alert to the 
possibility that there is frequently 
more to an idea than meets the 
eye. 

The idea of milk in paper bottles 
has had and is having revolution- 
ary and far reaching effect in the 
great American dairy industry... 
This idea has caused and is caus- 
ing the displacement of hundreds 
of millions of dollars in glass bot- 
tling and distributing equipment 
and has changed the concept of 
marketing of fresh milk from a 
local area business to a highly ef- 
ficient distribution system involv- 
ing distances of hundreds of miles. 

This radically different concept 
of packaging fresh milk has ex- 
perienced more than the usual op- 
position to precedent shattering 
ideas. It has run the gauntlet 
of public, private and bureaucratic 
examination which has time and 
again taken it through every phase 
of the nation’s judicial system 
from the local courts to the U. S. 
Supreme Court...always with 
one persistent, inevitably recurring 
result, constant growth. All of this 
is past history and perhaps it is 
understandable that the nature and 
heat of the battle prevented much 
of its telling at the time and rules 
out any constructive reason for a 
public rehash now. 

The Creative Man may doubt 
the fact that over half of all bot- 
tled milk is delivered in paper 
containers if he wishes, but the 
fact remains... 

The Creative Man’s criticisms 
of the Pure-Pak trademark, “It 
pours like a pitcher,” or his own 
expression of preference for milk 
in glass bottles are personal opin- 
ions to which he is entitled. How- 
ever, poking fun at our ads’ 
suggestion that consumers call 
Operator 25 for names of dairies 
offering home delivery of milk in 
Pure-Pak is again unfortunately 
without knowledge of the true 
situation. Over 1,000 of the na- 
tion’s leading dairies have re- 
cently begun offering this home 
delivery service in all 48 states for 
the first time, through Operator 
25. The consumer has never been 
a sales problem for paper milk 
containers. We have long had far 
more consumer acceptance than 
dairy willingness to supply. Dairy 
reluctance to permit use of paper 
containers on home delivery routes 
is understandable, considering that 
(a) they already have glass bot- 
tles and much associated equip- 
ment, and (b) grocers generally 
refuse to handle milk in glass and 
dairies rarely throw this capital 
investment into the alley over- 
night. Therefore the modern dis- 
posable milk carton now being 
used at nearly a billion a month, 
is being largely restricted to gro- 
cery store use until (1) glass bot- 
tle equipment is worn out; (2) 
“conditions are right”; (3) com- 
petitive conditions require unre- 
stricted use of paper milk cartons. 

Our Pure-Pak milk cartons are 
in rapidly growing daily use from 


the iron curtain in Europe to the 


bamboo curtain in Asia. The Pure- 
Pak trademark appears on more 
food packages than any other 
trademark in the world. Apvertis- 
inc AGE is invited to examine the 
record and then render any judg- 
ment it deems appropriate to a 
most unorthodox sales problem. 
Attached for your information is 
a notarized copy of our audited 
‘records showing use of Pure-Pak 
milk cartons over the years. It 


‘speaks for itself quite well, al- 


though we will be pleased to 
answer any questions you may 
have. 

RALPH C. CHARBENEAU, 
Director of Advertising, Pure- 
Pak Division, Ex-Cell-O Corp., 

._ Detroit. 

* - . 
Wonders What Goes On 
in the Motor City 


To the Editor: The enclosed 
headlines were clipped from a re- 
cent special Sunday auto supple- 
ment of the Philadelphia Inquirer. 

I am wondering what deep, 
dark influences are contributing 
to this new copy approach. Are 

It’s highway robbery! 


For sheer fun out on the road, ° ” 
Chevrolet's stealing the thunder’ ae "Hite y oan | 


| from the high-priced cars! —- 
Steals the"OH's’ - — 


~ from the costliest cars! 


FORD SLEALS THE SHO 


we to assume that Detroit is be- 
coming a haven for “second story” 
operators-turned-admen? 

Of course, I'll. admit I was 
“reaching” on the Oldsmobile ad, 
but the effect lingers on! 

Myron E. JEFFKIN, 

Philco Corp., Technical Pub- 

lications, TechRep Division, 

Philadelphia. 

+ . 
Thinks Ban on Women in 
Liquor Ads Is Off Base 


To the Editor: An “alumnus” of 


the liquor industry in the East, I 
found your news item (AA, Feb 
21) about Sunday liquor advertis- 
ing to be of interest. 


ates in the public relations depart- 
ment of Storm & Klein Inc., agen- 
cy for Park & Tilford Distillers 
Corp., will be unhappy about cer- 
tain statements in your story. I 
would appreciate it if your next | 
issue might clarify some of these. 
moot points. 

Your story indicates that certain 
distillers, members of the Distilled 
Spirits Institute, have not been 
going along with certain restric- 
tions 


matter of Sunday advertising. The 
story mentions Park & Tilford as 
one of the members and mentions, 
too, that “the companies involved 
(e.g. Sunday advertisers) adver- 
tise only imported products.” 

I would assume that you meant 
that these companies only adver- 


I know that my former associ- | 


on beverage advertising | 
adopted by DSI, especially in the | 
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tise imported products in Sunday- 
,datelined newspapers. Park & Til- 
ford distills several domestic 
liquor brands as well as distrib- 
utes quality imported liquors. 

Furthermore, I should like to 
point out that farther down in the 
copy you reveal the Park & Tilford 
imports as “House of Lords gin, 
Marteau cognac, etc.” While I can 
no longer speak for Park & Tilford 
or its agency, I think that your 
readers recognize these brands as 
Booth’s House of Lords gin and 
Martell cognac brandy. This was 
no doubt a typographical slip and 
an understandable one. 

Speaking off the cuff as I am no 
longer directly connected with the 
liquor industry, I should like to 
add some personal criticism of the 
DSI ban against an appeal to 
women in liquor copy or the ap- 
pearance of women in liquor ad- 
vertising. 

It is quite acceptable for the 
American woman to appear in 
both beer and wine advertising. 
The Rheingold people have been 
promoting Miss Rheingold, an al- 
legedly red-blooded American gal, 
for years. Women can sing Guild 
wine commercials here on the 
West Coast. The fact is that these 
alcoholic beverages are not deemed 


Florida’s agricultural 

¥ methods would be 

so“much Chinese to 

those unacquainted 

National” "ial regional publications 

cannot serve our unique sub-tropical 
agriculture. 


To sell the Florida Market send 
your message through the magazine 
that serves the Florida Farmer's spe- 
cialized needs . . . basic as the soil. 


FLOR MDA 
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COLLIE MILLER 


E BEST A\ Sari S 


for advertising 


or any other 

reproductive use, 

need the best 
photoengraving craftsmen 
to capture on metal 

the subtle excellences 


of their work. 


& HUTCHINGS, INC. 


333 WEST LAKE STREET, 
AT WACKER DRIVE 


CHICAGO 6, 
AMERICA’S FINEST PHOTOENGRAVING PLANT 


ILLINOIS 
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offensive to women. But liquor is! 

It is also an established fact that 
women comprise a good portion of 
the broad liquor market and that, 
under DSI’s ruling, member-dis- 
tillers cannot appeal directly to 
this market in advertising. What 
might have been advisable policy 
in 1935 is today obsolete and total- 


ly out of whack with consumption ® 


trends. 
It’s difficult enough for the 
liquor advertiser to lock horns 
with government restrictions on 
liquor advertising. But to have to 
come to grips with organizations 
within its own industry is a ridic- 
ulous imposition upon distillers. 
It is purely a question of taste 
and judgment. So long as women 
guzzle cocktails in bars and pos- 
sess a major share of the national 
wealth, it seems absurd not to 
consider the American woman in 
liquor merchandising strategy. Yet 
this is precisely what DSI would 
have its members do! . 
SHELDON J. KARLAN, 
Beverly Hills, Cal. 


K&E Transfers Creative 


Credit on Whirlpool Ads 


To the Editor: On Page 1 of 
your Jan. 31 issue, you ran a pic- 
ture and brief comment regarding 
the Whirlpool-Graybar campaign 
in Chicago newspapers being 
placed by Kenyon & Eckhardt Inc. 

While it is true that Kenyon & 
Eckhardt did place the ad, as it 
has done on succeeding Whirlpool 
ads in the Chicago papers, we 
don’t take credit for the prepara- 
tion of the ads. . 

As a matter of fact, we would 
appreciate it very much if as soon 
as possible, you would run a little 
correction notice giving creative 
credit to Netedu Advertising In- 
corporated of St. Joseph, Mich., 
which prepares cooperative news- 
paper advertising materials for 
Whirlpool distributors. 

GEorRGE E. SIMONS, 

Kenyon & Eckhardt Inc., 

Chicago. 
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Identification Provided 

To the Editor: On Page 68 of 
your issue of Feb. 14 you show a 
picture of President Hoover and 
in the cut line you say, “The un- 
identified man is with the Statler 
Hotel.” 

I thought you might be inter- 
ested in knowing that the uni- 
dentified man is Robert Sontag, 
maitre d’hotel at the Washington 
Statler. At dinners where Presi- 
dents, past Presidents, and im- 
portant statesmen are present, it 
is his duty to stand behind the 
head table in order to administer 
to any of their needs. 

EARLE P. BROWN, 

Publicity Director, Hotel Stat- 

ler, Washington, D. C. 

* e o 


Finds an AA Page That's 
Ripe for Columnists’ Comment 

To the Editor: Tsk! Tsk! Your 
Creative Man would really have 
fun in his corner with the ad for 
Jim Woolf’s book on Page 65 of 
AA, Feb. 21. 

After reading about 75% of the 
ad, I had my checkbook in hand 
and my pen poised when the sub- 
ject of price became a definite 
factor. Not finding it mentioned in 
the coupon, I looked all over the 
ad and there buried in a highly 
descriptive subheading QUAN- 
TITY DISCOUNTS ON GROUP 
ORDERS was the much-sought- 
for price contained in this price- 
less piece of verbiage, “The single 
price of the book, $5.95, is less than 
the price usually asked for books 
of this size and quality.” 

Heavens, what would Mr. Bedell 
say! Exactly what is the price 
usually asked, who asks it, how 
much less is this price and is there 
a charge for each page of the 400? 
There are a few books of equal 
quality in their fields written by 
such experts as Shakespeare, 


SLANT FRONT—Winthrop-Atkins Co., 
Middleboro, Mass., calls this Nu- 
Leth-r desk calendar its Console 
model because of its unique slop- 
ing front. The model is available 
in quantities only in a special pro- 
motion (AA, Feb. 21). 


The Calendar, the Calendar! 


To the Editor: Please, but 
PLEASE, inform me by return 
air mail, special delivery, where 
we can get this lovely and lush 
“model” in quantities for very 
special promotions! 

This offer (AA, Feb. 21) is too 
good to pass up. 

NATHAN WEINSTOCK, 

Advertising Manager, Chilton 

Greetings Co., Boston. 


4s 
To the Editor: You’re kidding!!! 
Or ambiguous. 
Monica MILAzzo, 
Brooklyn, N. Y. 


Wordsworth, James Webb Young 
and Polly Adler which also yield 
about 400 pages and do not cost 
$5.95. Or did this ad mean by size 
that the book is 1% inches thick, 
which would justify its price tag? 
Besides, this is the only mention 
in the entire ad that one can find 
the price of Mr. Woolf’s superb 
book. To top it off, the screaming 
banner MAIL THIS COUPON 
FOR FAST ACTION (which is 
questionably spaced) implies that 
one might get slow action should 
he bring the coupon into 200 E. 
Illinois St....or are you shipping 
all copies of this book air mail 
special delivery? Is this Salesense, 
Mr. Woolf? 
GARRY WILSON, 
Cleveland. 
(Olde Chinese proverbe: Do as 
I say; not as I do. And P.S.: the 
book is worth its price, no matter 
how you figure it! 
« 3s * 
‘35 Cornhusker Seeks Holder 
of His Championship Records 


To the Editor: I have become 
a recent subscriber to AA, and am 
publisher of weekly papers. 

In 1935 I was world’s champion 
cornhusker and, having numerous 
inquiries about promotional ideas, 
I went with a friend to New York 
and we saw an Albert Bart among 
several folks with whom we visit- 
ed. Mr. Bart had an advertising 
agency, and told of being from 
Pennsylvania. 

I’m wondering if you or your 
readers could locate Albert Bart, 
as he has one of my very valuable 
possessions—my big scrapbook of 
cornhusking champion mementos. 

If your medium could help to 
find Mr. Bart and my scrapbook 
20 years later, it would be sin- 
cerely appreciated. 

ELMER G. CARLSON, 

Publisher, Audubon News- 

Guide, Audubon, Ia. 

e . 


Closing Date Comment 
Hits Home Base 

To the Editor: I thought Ken- 
neth Butler’s article in the Feb. 
14 ADVERTISING AcE (“Closing 
Dates—Too Far in Advance?”) 
was most interesting. 

Maybe one reason I liked it was 
that The Contractor closes for or- 


ders only two weeks before mail- 


, * 
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ing, contrasting with the 30 days 

required by most papers in our 

field. And we grant extensions be- 

yond that in the case of late plates. 
So it can be done. 


HERBERT WALTHER, 


Publisher, The Contractor, 
New York. 
. e . 


: To Use Weiss Article 


for Salesmen’s Bulletin 

To the Editor: We would like 
permission to have photostated 
your article entitled, “Wholesal- 
er’s Order Girl Is in Key Sales 
Position” by E. B. Weiss (AA, 


'|Feb. 14). 


We would like to use the photo- 
stat of this article in a bulletin 
to our salesmen who sell, at 
wholesale, imported and domestic 
wines and spirits to taverns, pack- 
age stores, clubs, etc. in the city 
of Chicago, in Waukegan and Au- 
rora, Ill. 

CHARLES N. May, 

President, Judge & Dolph, 
Chicago. 
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This is 
LOUIS RUTHENBURG, 
Chairman of the Board, 
Servel, Inc. 


AS HE WAITS for his eight 

grandchildren to reach the 
age when they can go horseback 
riding with him, he says: 


“It’s entirely gratifying to know 
that automatic refrigeration and 
air conditioning will safeguard 
the health and comfort of these 
and millions of other youngsters.” 


Right, sir, just as PARENTS’ 
continues to safeguard 

the well-being of 3,250,000 
children, with sound guidance 
in living and buying. 
Advertisers reaching this 
lucrative Family Homes 
market are looking plenty 
hale and hearty, too! 


ce?” 


FAMOUS FATHERS AGREE: Women are wonderful, 
... but MOTHERS are better and bigger customers! 


“IT’S EASY TO GUESS WRONG 


ABOUT SEATTLE and TACOMA” 


“In the food business it’s easy to ‘guess wrong’ ... make 
wrong decisions . . . resulting in costly mistakes. And 
to look at Seattle and Tacoma on the map, it’s easy to 
make the wrong assumption ... to assume that mer- 
chandising and advertising in the Seattle area influences 
the entire area bordering on Puget Sound. But we’ve 


found that is not the case. The rich Tacoma market is 
separate and individual, and must be treated as such. 
As for newspaper advertising, Seattle newspapers have 
practically no circulation in the Tacoma market, there- 
fore the Tacoma News Tribune is a ‘must’ in the Pacific 


Northwest.” 


58.7 % 


in these two 


~ ef Washington State’s 
peers’  gagcllall SPEN DABLE 
| INCOME 
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When you BORE 
.-- YOU IRRITATE 


WHETHER YOU USE SPOKEN WORDS, 
or printed. And youdo bore with 
an anemic-looking ad. So better 

JAY P send for our free samples today. 


WALK anvertisine tyPocrapny 


11 E. HUBBARD, CHICAGO 11 e MOhawk 4-6134 


Tudor Outdoor Ad Bows 

Harry H. Packer Jr. has formed 
Tudor Outdoor Advertising Co., 
with temporary offices at 2357 
Roxboro Rd., Cleveland. Mr. 
Packer, son of H. H. Packer, 
chairman of the board of Central 
Outdoor Advertising Co., former- 
ly was with Central Outdoor, 
Baker-Raulang Co. and Cordtz 


Olin Mathieson Sets 
Expanded ‘55 Drive; 
Will Use Ten Books 


New York, March 8—The met- 
als division of Olin Mathieson 
Chemical Corp. has increased its 
advertising budget for 1955. It will 


Outdoor Co. use ten publications instead of one 
to tell the story of its brass fabri- 
cating facilities and its new roll 
bond process. 

In releasing the division’s new 
program, Robert Cole, advertising 
manager, said that last October it 
introduced a new heat exchange 
process which makes it possible to 
create patterns of tubing within a 
single sheet of metal. He described 
it as one of the most significant 
metals developments since stain- 
less steel.’ 

The aim of the company, he 
said, is to point out in its adver- 
tising, starting this month, the 
accomplishments of roll bonded 
metal in the refrigeration field 
and to make the public aware of 


$10.00 
FOR TEN 
SECONDS 


Now get move- 
ment on your TV 
slides for almost 
the same cost as 
still slides. 


Send for sample 
reel and descrip- 
tive literature. 


= STUDIOS 


1323 S$, WABASH CHICAGO ILL. 
357 W. 44th ST., NEW YORK 


PITTSBURGH and BUFFALO 
in WASHINGTON STATE? 


No, Oswald! Pittsburgh and Buffalo 
are NOT in Washington State. But 
take the combined populations of 
these great cities and you'll have the 
number of people living within the 
“A” Contour of KTNT-TV. That gives 
you a good idea of audience quantity, 
but read further .. . 
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= POPULATION: 

o CA Of ali TV stations 
in the fabulous 

“ WASHINGTON STATE Puget, Sound area, 

e covers all 5* cities 

in its ‘“‘A’’ contour. 


*Seattle, Tacoma, 
Everett, Bremer- 
ton, Olympia 


More than half the population of Washington State is concentrated in 
the western portion bordering on Puget Sound. And most of these 
people are found within the limits of KTNT-TV’s “A” contour illus- 
trated above. This area also accounts for more than half of the 
state’s spendable income and retail sales. 


KTNT-TV’s INFLUENCE AREA includes the entire area west of the 
Cascade mountain range, from Canada on the north to Oregon on the 


south. Incomes in this area exceed the national average. 


Sell this prosperous, growing market with KTNT-TV 
. BEST OVER PUGET SOUND. 


316,000 WATTS 


Antenna Height 
1000 FT. ABOVE SEA LEVEL 


ASK WEED TELEVISION 


KTNT-TV, TACOMA 5, WASHINGTON 


“The Word Gets Around... Buy Puget Sound” 


CHANNEL ELEVEN 


CBS Television for Puget Sound 


~ i 
bd 


OF SUNSHINE 


GLecTRICITY 1S STML YOUR SEST BUY ! 


POL herr wom dome one Now! ond Meenhy memctes 
One more tung etmctr ty dams bo row ot 
OU Meamed os penne: 
MEET CORUES ARCHER olende et ODO PM =|(WENE-TV 


FOR LESS THAN A PENNY 


WY 
Hi wh Hi 


itl tA awe 


SF 


Tene tn fer Poul Pronk ond the nome... © AM and 12 Neen. WIN Redie 


. the QUEST RIE wo 


ELECTRIFYING BARGAINS—These ads are part of a campaign Columbus 
& Southern Ohio Electric Co. has been running in newspapers in 
the central and southern part of the state. The idea for the cam- 
paign was created by Carl First, artist in the utility’s ad department. 


its potential in other fields—such 
as solar heating, aviation, rail- 
roading, and air conditioning. 


® Publications to be used include 
Air Conditioning & Refrigeration 
News, American Metal Market, 
Business Week, Fortune, Heat- 
ing, Piping & Air Conditioning, 
Refrigeration Engineering, Scien- 
tific America, The Saturday Even- 
ing Post, Time and The Wall 
Street Journal. Only Fortune was 
used last year by Olin. 

Ads stressing the quality of its 
brass products are also scheduled 
to appear in both four colors and 
b&w. End products made with the 
division’s brass will be shown in 
many of the ads. 

Two-thirds of the division’s ad- 
vertising budget will be spent in 
the first six months, Mr. Cole 
said, and the remainder in the 
final four months of the year. 

D’Arcy Advertising Co. is the 
agency. 


Anti-Toll TV Motion 
Submitted to N. Y. 
City Council by Stark 


New York, March 8—An anti- 
toll tv resolution introduced by 
New York City Council Presi- 
dent Abe Stark has been referred 
to the council’s committee on 
rules. 

Mr. Stark’s resolution asks the 
FCC to withhold approval of pay- 
as-you-see television because it 
is “contrary to the interests of the 
general public and a violation of 
the concept of free access to radio 
and television programs.” 


® This action immediately drew 
fire from two groups which are 
trying hardest to get a commis- 
sion okay for box office tv. 
Arthur Levey, president of Skia- 
tron Electronics & Television 
Corp., and Millard C. Faught, con- 
sultant to Zenith Corp. on Phone- 
vision, asked for a public hearing 
before the council. No hearing has 
been scheduled yet, though the 
matter is expected to be given a 
public airing. 


Waterman Pen Elects Holt 

George C. Holt, formerly gen- 
eral sales manager of Waterman 
Pen Co., has been elected v.p. in 
charge of sales for the company. 
Prior to joining Waterman, Mr. 
Holt was v.p. in charge of sales 
at Sheaffer Pen Co. 


Hemstead Joins Carter 

Arthur Hemstead, formerly 
with Benton & Bowles, has joined 
Carter Products Inc., New York, 
as a product manager. 


Columbus Utility 
Uses Newspapers to 


Sell Power Economy 


CoLuMBus, March 8—To play up 
to the economy mindedness which 
afflicts consumers in the early 
weeks of almost any year, Colum- 
bus & Southern Ohio Electric Co. 
has been making use of a news- 
paper campaign in its territory to 
tell power users what a bargain 
they are getting. 

The campaign was worked out 
for the utility by Robert Boyd, its 
ad manager, Car] First, staff artist, 
who conceived the effort, and 
Ruth Marlatt, copywriter. Ads 
show that the customer’s penny 
buys enough electricity to make 20 
cups of coffee, 50 slices of toast, 
an hour of sunlamp-bathing, etc. 

In addition to convincing cus- 
tomers that they needn’t be stingy 
with electricity, the campaign was 
designed to promote the sale of 
appliances on the basis of their 
cheapness in operation. 


PRSA Sets Up Six New 
Districts; Names Six V.P.s 
The Public Relations Society of 
America, which now has 26 chap- 
ters and some 2,000 members, has 
established six new geographical 
districts, including its first one in 
Canada, and has appointed six 
new v.p.s to head them. The new 
districts and officers are: 
Canada—Kenneth J. McArdle, 
president, Public & Industrial Re- 
lations Ltd., Montreal; Central— 
Don R. Cowell, p.r. director, Quak- 
er Oats Co.; Eastern—Dudley L. 
Parsons, senior partner, Dudley L. 
Parsons Co.; Southern—Shirley D. 
Smith, head of Shirley D. Smith & 
Associates; Southwestern—Malory 
McDonald, director of public rela- 
tions, Missouri Pacific Lines; and 
Western—F. Douglas Tellwright, 
v.p. in charge of public relations, 
Pacific Telephone & Telegraph Co. 


Disney Adds ‘Cross-the-Board 
Show to ABC-TV Schedule 


Walt Disney, ABC-TV’s not-so- 
secret weapon in the battle for 
television leadership, will add an 
hour Monday-through-Friday 
show to his tv schedule, starting 
Oct. 3 at 5 p.m. in all zones. Titled 
the “Mickey Mouse Club,” the 
new program will be a filmed 
combination of entertainment and 
information designed to appeal to 
children. 

The network is out pitching, but 
has not confirmed any sales as 
yet. Early bidders reportedly in- 
clude General Mills, Campbell 
Soup Co., Bristol-Myers and Bor- 
den Co. 
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HITTING the Big Buliseye of Buyership 


Advertising 
Requirements 


Leads all advertising publications in 


coverage of advertising management —key 


factor in selection of sources in 


PRODUCTION x PROMOTION x MERCHANDISING 


Ad Managers Chief 
Buying Authority 


Survey after (eight conducted thus far) covering the cate- 
gories of materials, services and supplies covered editorially 
in Advertising Requirements, have demonstrated again and 
again the dominant position of advertising managers in 
the buying processes. Here, for example, are the percentages 
of ad manager participation in buying, as reported by leading 


manufacturers for several of these categories: 


PREMIUMS — 56% 

ADVERTISING SPECIALTIES — 72% 

POINT OF PURCHASE ADVERTISING — 67% 
PACKAGING — 59% 

CONTEST PRIZES — 46% 

PRINTING PAPER — 61% 

PRINTING — 84% 

TV FILMS — 73% 


AR Coverage of Advertising 
Management Unmatched by Others 


Greatly excelling the advertising manager coverage of any 
other advertising publication, Advertising Requirements aims 
over 13,000 copies monthly at the heart of the buying power 
dominant in the expenditure of three billion dollars annually. 
AR provides you with the most direct contact possible with 
the most influential single group of buyers for your products 


and services, while providing 8,500 other sales and promotional 


contacts with agencymen, media promotion people and others 
whose advertising interests closely parallel those of advertis- 


ing management. 


AR Readers Are Proven Buyers 


But coverage and buying authority are only the preface to AR’s 
story of sales results. AR generates its readers to action—action 
measurable in its record of almost a quarter of a million reader 
inquiries in two years of publication, and emphasized by the 
results of a recent editorial AR survey. In response to a ques- 
tion on their reactions to advertisements appearing in AR, 
FOUR out of FIVE of those questioned stated that they already 
had been, or were planning to be, customers for one or more of 


the firms advertising in Advertising Requirements! 


With proven buyership by the most important group of pros- 
pects for your materials or services, it follows logically that 
Advertising Requirements is your one best buy for promotion 


of your values. Call your AR representative today! 


o. 


eF) grorttetns Advertising 
ewe §65Requirements 


Published by the Publishers of 
Advertising Age and Industrial Marketing 


200 EAST ILLINOIS STREET + CHICAGO I1. ILLINOIS 
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Analyst Foresees Climb in Cigaret 
Sales in 1955 After Drop in 1954 


Cancer Scare Minimized; 
Low Birth Rate in ‘30s 
Reason for Fewer Smokers 


New York, March 8—The vir- 
tues of various brands of cigarets 
“are being stuck in the eyes and 
blared into the ears of the Ameri- 
can public to the point where it 
may be said that we have been 
completely brainwashed.” 

That’s what this week’s issue of 
“The Value Line,” an investment 
survey issued by Arnold Bernhard 
& Co., says about cigaret advertis- 
ing. 

“How much more can be ac- 
complished by these methods,” it 
says, “remains to be seen and 
heard. American Tobacco and 
Reynolds take a sanguine view. 
They recently increased their div- 
idends. But Lorillard has just re- 


at SALES 
MEETINGS 


CORRO-Sis?t 


the perfect 
display background 


4 ff 
“9 


Makes You the Focal 


Point of The Room! 


It’s effective! Use it as is, paint it, silk 
screen it, decorate it in hundreds of ways; 
use it for charts, graphs, sales messages, 
as a projection screen, etc; it adapts to 
your needs! 


It’s all-purpose! Hundreds of such di- 
verse organizations as du Pont, Allied Chemi- 
cal, U.S. Dep't of Agriculture, Armour, Bureau 
of Advertising, Equitable Lite, Raytheon, 
Etc., have used CORRO-SET for sales meet- 
ings, exhibits, trade shows, product promo- 
tions, etc. 


it’s dramatic! Striking modern design, 
of silken-finished corrugated in beautiful 
pastel blue. Stands 7’7” high, adjusts in 
width from 9’ to 11'10”. 


it’s long-lasting! Philip Morris used it 
98 times as a backdrop for a traveling 
armed-services show! 


it’s easyto handle! 
Sets up in minutes, with- 
out tools. Repacks easily, 
Comes in attractive one- 
hand carrying case. 
Weighs only 37 Ibs. 


And it costs only $45 —less than 
you'd pay to ship most conventional displays. 


CORRO-SET an be Fire-Retarded . . . 
see your classified for local Flame-Proof 
Applicators. 


DISPLAY DIVISION 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


3 Entin Rood, Cliften, New Jersey 
e@eeeeeveeeneeeee ee ee e8 
DISPLAY DIVISION, Dept. AA-3 

Gibraltar Corrugated Paper Co., Inc. 

3 Entin Road, Clifton, N. J. 


(CD EWCLOSED CHECK FOR $........ FOR. wccccee 
CORRO-SET DISPLAY BACKGROUNDS AT $45. 


CO) SEND WEW CORRO-SET BROCHURE 


Cyne ccccsccccccseccccecs GHW bc ccccccce 


duced its quarterly rate. Philip 
Morris also may decide to get into 
a posture of aggressive defense by 
trimming its quarterly dividend 
in preparation for a still more in- 
tensive promotion campaign. 

“A recent shift to more positive 
advertising themes,” the invest- 
ment house points out, may prove 
beneficial to the major cigaret 
manufacturers. 


® “Even before the ‘cancer scare’ 
various brands were advertised as 
less irritating to the throat or less 
harmful in other ways than com- 
peting products. This negative ap- 
proach,” the bulletin says, “tended 
to diminish the appeal of cigarets 
generaliy, while endeavoring to 
make an exception of the particu- 
lar brand. 

“Current advertising is stressing 
positive attributes such as ‘taste 
appeal’ and popularity among 
knowing smokers. 

“The current multiplicity of 
brands,” the bulletin says, “is cre- 
ating new problems for wholesale 
distributors and retailers of cig- 
arets. The difficulty of maintaining 
inventories in warehouses for serv- 
ice and in retail stores for display 
has been intensified. Some dis- 
tributors have arbitrarily limited 
the number of brands they will 
carry from a particular manufac- 
turer. Only time can tell which 
brands may fall by the wayside. 


® “For the year as a whole, how- 
ever,” the survey says, “we pro- 
ject moderate increases in over-all 
sales and earnings for the five 
companies (American Tobacco, 
Liggett & Myers, Lorillard, Philip 
Morris and Reynolds).” 

The survey points out that con- 
sumption of cigarets in the U. S. 
declined for the second consecu- 
tive year in 1954. Removals of 
tax-paid cigarets from domestic 
factories were down 4.7% to 368.6 
billion, after having declined 1.8% 
to 386.8 billion during °53. Tax- 


“We do think all of the facts 
should be known... 


TELEPHONE, MUsasy Mri 62000 


E4itor 
Washington Post and Times Herald 
Washington, D.C. 


Deer Sir 


AMERICAN NeEwsPaPER Pusiisuers ASSOCIATION 


NEW YORK fT, N.Y. 


January 31, 1955 


Your editorisl on “Paying for the Meil” on Jenusery 29 wes quite interest: 


ing. 
" Bveryone should applewl the efforte of citizens as well as officials to get fair 


beeis when the Cost Ascerte 


e8 public policy in the 


service. 


‘The ANPA has 
tions thet the ©; 


welfere. 


consideretion of problems involved in financing the Post Office Depertment. 
ia being 6aid sbout putting the Post Office Department on « “break-even” beeis, 
whieh means it should teke in e¢ mich money es it pays out. 


The attitude of the ANPA toward « 


Much 


I em wondering how it can be possible to put the Post Office on « break-even 


for the fiecel yesr 1953 (leet eveiladle) 


shows thet Rurel Free Delivery mil service for salaries and transportation elone coset 
$192,430,434.00. Creation and mintenance of R.F.D. service was voted Congress 
generel welfere. I see no possible way for the R.F.D. service 
ever to cerry enough meil to pay even « emll portion of the cost of minteining thet 


the 


Furthermore, the Post Office Department operetee more then 40,000 different 
post offices end no business expecting to breek-even would 
qutlete. You can imegine whet would beppen to the Greet Atlentic end Pacific Tee 
with « volume of nearly 4 billion dollers for ite fiecel yeer ending Merch 
1, 195%, compared with Post Office 
1953 of @ Little over 2 billion dollers, if A & P tried to operste through 40,000 
Teteil stores, A & P operates about 4,300 stores. 


try to operate thet many 


Department volume for fiscel yeer ending June x, 


Ro quarrel whetecever with any hendling of free-in-coun ity second 
clese mail; religious publications, free mil for 


the blind, end euch other clessifice- 


congress my see fit to mke, but we do think #1) of t cote eh 

be known if the Post Office Depertaent ie to be put on « bresk-even besis. The 
delieves that the Congress ehould retain the power to fix retes end estebdlish policies 
with respect to the Post Office Department, ecting for the people. 


Proper level of second class rates te thet we 


Depertment with proper ellocetion of the verious coste determined 
by the Congress end what ie to be considered in the public interest end the generel 


Sincerely yours, 


Generel Meneger 


JUST THE FACTS—Cranston Williams, general manager, American 

Newspaper Publishers Assn., signed the letter featured in this ad, 

which ANPA ran in Washington, D. C., papers and which the asso- 

ciation will supply in mat form, free, to members. The ad sets forth 

ANPA’s view that second-class rates should be considered part of 
the whole postal economics picture. 


the record high of 434.1 billion re- 
movals of ’52. 


® “No decline of comparable se- 
verity in cigaret usage has been 
experienced since the early ’30s,” | 
the report notes. “Then aggregate | 
removals dropped 13.8% from 
123.1 billion in 1932 to 106.1 bil- 
lion in 1933. The only year-to-year 
decline which took place in the 
two decades ended with 1952 was 
one of 0.6% between 1948 and 


1949, caused wholly by contrac- 
tion in tax-free removals for ex- 


free removals, reflecting reduced} port and U. S. government use.” 


purchases for the armed forces 


overseas, dropped 10.2% to 33.2 the cancer scare has been a factor j 


While the survey concedes that 


billion, after a decline of 8% in in the falling off of cigaret usage, 


53. At 401.8 billion, the aggregate 
of tax-paid and tax-free removals 
in ’°54 was 5.2% smaller than in 
the preceding year and 7.4% below 


it warns that “the part played by 
health scares is not subject to ac- 
curate measurement.” It points out 
that “findings are not conclusive 


GO 


INQUIRIES 


for 233" ‘ 


Looking for an agency, a Chicago firm used Advertising’s Market 
Place—the classified advertising page of Advertising Age. 


From their two-and-a-half inch insertion, they pulled agency 


solicitations from 60 different agencies, including small, m 


ium, 


and “blue chip” organizations. Replies were received from New 
York, Chicago, Dallas, Los Angeles and points in between. 


The results pulled from Advertising’s Market Place are not, in 
this instance, unique. With the top circulation in the advertising 
and marketing field, Ad Age naturally reaches more of the people 
who have something they want to sell—and more of those who 
have a buying purpose on their minds. 


Put the Market Place to work 


for you today; whether you're 


won» Dry an agency, or an account, for a job or an employee, 


you'll 


d that the Advertising Market Place is your best 


t for 


classified action, within as little as 5 days from closing date to 


publication! 


AGE... for action ! 


Advertising Age | 


200 EAST ILLINOIS 


STREFT e CHICAGO: IF, 


ILLINOIS... 


in that no causal connection be- 


\tween smoking and disease inci- 


dence has been demonstrated.” 
However, it stresses that “the 


‘most definite response to the can- 


cer scare appears to be in an ex- 
panded demand for filter-tip, and 
to some degree for king size, cig- 
arets. Established producers of 
these types were quick to stress 
their protective attributes and a 
large number of new brands have 
been brought to the market.” 


® “Filter-tip cigarets accounted 
for about 10% of the total market 
in 1954 compared with 3.3% in ’53 
and less than 1.3% in ’52. In.the 
face of a shrinking demand, the 
advent of the filter-tip brands has 
necessarily involved loss of both 
actual volume and their percentage 
shares of the market on the part 
of the older regular brands,” the 
report continues. 

“There are several more tangible 
factors than the cancer scare to 
account for the setback in over- 
all cigaret consumption,” the sur- 
vey says. On this point it notes 
that the annual number of births 
contracted substantially during the 
mid-’30s, and that the number of 
persons reaching the smoking age 
has been running smaller the past 
several years than during the ’40s. 

A second reason, it says, is the 
development of the king-size cig- 
aret, which now accounts for 
more than 28% of the total mar- 
ket. These brands contain about 
17% more tobacco than do the 
regular size varieties. The shift 
from regular to king size brands 
has caused some contraction in 
unit demand. 

Nevertheless, the survey fore- 
sees improved sales and earnings 
for cigaret manufacturers in 1955. 


® “While the risk remains that 
continued research actually will 
isolate a cancer-causing element,” 
the report says, “such a discovery 
could be followed by remedial 
measures. Unless a causal link is 
demonstrated, however, it is rea- 
sonable to expect that mere reiter- 
ation of the statistical findings of 
the past year will lose force. 

“In a calmer atmosphere with 
respect to health relationships, 
such basic factors as population 


Advertising Age, March 14, 1955 


'growth (although slower in smok- 


ing age groups than in the 40s) 
and rising consumer income are 
expected to exert a net favorable 
influence on cigaret sales this year. 


cigarets introduced last year,” the 
report continues, “should make 
more important contributions to 
both sales and earnings, inasmuch 
as they will be available on a na- 
tional basis for a full year. These 
brands carry higher selling prices 
and wider profit margins than the 
regular size brands which they 
are tending to supplant. 


® “Once sales volumes have sur- 
mounted the hump of introductory 
costs, net gains in dollar volume of 
sales and operating profits should 
be achieved. Tobacco costs, which 
account for the largest production 
expense, are not expected to in- 
crease.” 

American Tobacco reported sales 
of $1,086,579,299 in °54 compared 
with $1,088,380,427 in ’53, and a 
net income in ’54 of $43,051,087 
against $41,225,921 in ’53. 

Liggett & Myers reported ’54 
sales of $548,861,959 compared 
with $586,498,727 in ’53. Its net 
income in ’54 was $22,201,364 and 
in '53, $22,978,576. 

Lorillard reported ’54 sales of 
$231,046,695 compared with $253,- 
933,462. Its ’54 net income was $6,- 
342,143 compared with $7,193,571. 

Philip Morris reported ’54 sales 
of $217,008,564 compared with 
$282,774,523 in ’53. It reported net 
income of $9,098,982 in ’54 and 
$11,375,276 in ’53. 

R. J. Reynolds reported sales in 
54 of $814,273,776 compared with 
$876,189,581 in ’53. It reported net 
income in ’54 of $44,932,380 com- 
pared with $34,172,044 in 53. 


Move of WSTV-TV 
to Pittsburgh Faces 
Hearings by FCC 


WASHINGTON, March 8—The Fed- 
eral Communications Commission 
has announced that it will have 
to hold hearings before approving 
applications for the transfer of 
WSTV-TV, Steubenville, O., to the 
Pittsburgh area. 

The announcement means that 
plans for CBS to acquire the sta- 
tion for $3,000,000 in order to have 
a strong v.h.f. outlet in the Pitts- 
burgh area will be held up. 

Meanwhile, Commissioner Rob- 
ert Bartley issued a statement say- 
ing that CBS ought to be required 
to prove that the transfer will not 
hurt competition, and will be in 
the public interest. 


Strand Breaks Campaign 

Strand Products Co., Chicago, 
distributor of Black Strand hair 
coloring, Brown Strand hair color- 
ing and Black Strane cake sham- 
poo, has appropriated the largest 
ad budget in its history for 195: 
Schedules of 28 to 40 weeks i: 
southern dailies, and schedules c 
varying sizes in Negro newspape. 
have been placed. Full pages wi 
run in the magazine section of tl 
Pittsburgh Courier and Afr 
American, and six to 10 month 
insertions are scheduled in Color 
Ebony, Our World, Tan and othe 
Negro magazines. O’Neil, Lars« 
& McMahon, Chicago, is the 
agency. 


Two Join St. Georges & Keyes 
W. R. Campbell Jr., formeriy 
with J. Walter Thompson Co., and 
Arthur H. Warnke, previously 
with Kenyen & Eckhardt, have 
joined the copy staff of St. 
Georges & Keyes, New York. 


Norma Testardi Named A.M. 

International Resistance Co., 
Philadelphia, has appointed Nor- 
ma L. Testardi advertising man- 
ager. Miss Testardi formerly was 


publicity director of the American 
Philatelic Congress. 
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Public Is Cool to 
Delivery Service, 
Drycleaners Told 


Cuicaco, March 8—By a 55% to 
45% margin, the public prefers 
“cash-and-carry” drycleaning 
service to delivery service, accord- 
ing to a nationwide survey con- 
ducted by National Family Inc., 
Toledo. 

As reported to a National Insti- 
tute of Drycleaning convention 
here last week, the survey found 
that the preference for cash-and- 
carry was especially pronounced 
in cities of over 25,000 population, 
and that higher-income families 
lean toward cash-and-carry more 
than lower-income families do. 

It was also found that the major- 
ity of people on both sides of this 
question gave the same reason— 
“convenience.” 


® Other findings of the consumer 
survey on drycleaning included: 

1. Among people who do spot- 
removing at home, 27% said they 
had had unhappy results. About 
nalf of these said their trouble was 
“leaving a ring,” while another 
27% of the “unhappy” group com- 
plained simply that “the spot 
doesn’t come out.” “Fading and 
color loss” was another leading 
complaint listed. 

2. Some 98% of U. S. families 
use commercial drycleaning serv- 
ice at least occasionally, and the 
remaining 2% are largely rural 
families, with more than half of 
them in the lowest sixth of the 
population income-wise. 


® 3. Three out of five families deal 
exclusively with one drycleaner, 
demonstrating, according to a Na- 
tional Institute of Drycleaning in- 
terpretation, that in general people 
prefer to find a satisfactory clean- 
er rather than shop one against 
another. 

Another highlight of the NID 
meet was a panel in which repre- 
sentatives of four media made ad- 
vertising sales pitches to the dry- 
cleaners. They included Ralph T. 
Curtis, board member of the Direct 
Mail Advertising Assn.; Harold S. 
Barnes, director, Bureau of Adver- 
tising; Kevin Sweeney, president 
of the Radio Advertising Bureau, 
and Raymond Nelson, spot adver- 
tising director of the Television 
Bureau of Advertising. 


Odell to Succeed Haynes 
as Foster & Kleiser Head 

G. B. Haynes, president of 
Foster & Kleiser Co., San Fran- 
cisco, will retire from active man- 
agement of the outdoor advertising 


L. H. Odell 


G. B. Haynes 


company June 1. Mr. Haynes, who 
has been with Foster & Kleiser 46 
years, will remain on the board of 
directors and will continue in an 
advisory capacity. 

L. H. Odell, chairman of the 
board, will succeed Mr. Haynes as 
president in June. Mr. Odell also 
is v.p. and a director of W. R. 
Grace & Co. and president of Grace 
& Co. (Pacific Coast). 


Glenn Adds Houston Office 

Glenn Advertising, Fort Worth, 
has opened its fifth office at 1015 
Sterling Bldg., Houston. Arnold C. 
Shaw, a v.p. of the agency, will 
manage the new office. Other of- 
fices are in Dallas, San Antonio 
and Los Angeles. 


' 


cardboard tray of tomatoes sold 


TWO TOMATOES—The one on top is the Tomato Glamour Queen of 
1955, otherwise known as Mary Murphy. Every cellophane wrapped 


in the U. S.—some 500,000,000 


annually—will have a folder showing the Paramount Pictures star 
and plugging her forthcoming pictures, “Hell’s Island” and “The 
Desperate Hours.” 


for Using Propaganda 


CLEVELAND, March 8—The 
| world’s oldest profession—“the 
prostitution of words”—has created 
a crisis in communication that 
threatens world security, advertis- 
ing men and others who work with 
words were told here. 

Dr. James E. McCarthy, dean of 
‘the college of commerce, Notre 
Dame University, gave the warn- 
ing. He criticized copywriters, 
propagandists and educators for 
contributing to the danger. 

“We are becoming inarticulate 
people, and we are becoming ex- 
ceeding gullible people,” Dean Mc- 
Carthy said. 


= Speaking to the Cleveland Ad- 
vertising Club, Dean McCarthy de- 
plored “dishonest” and “insidious” 
manipulation of language, whether 
by political propagandist or adver- 
tiser. 

The South Bend educator said 
the nation never has had a greater 
need for clear, honest communica- 
tion. 

“We are living in an explosive 
time,” Dean McCarthy said, “when 
the peace of the world is intimate- 
ly wrapped up with the intelligent 
exchange of thought of men of 
good will.” 


® Taking his own profession to 
task, Dean McCarthy said schools 
and colleges should do a better job 
of teaching their students to read, 
to write and to think. 

“The student who can’t write 
intelligently cannot tell what he 
\has learned. If he can’t read intel- 
ligently—and an appalling number 
can’t—he isn’t going to have much 
to tell, during college or after- 
ward. He is condemned to a kind 
of intellectual isolationism. 

“This breeds ignorance and mis- 
conception, a fertile field for the 
propagandist, or an advertiser in- 
tent on creating misunderstanding, 
rather than understanding, to sell 
his product,” Dean McCarthy said. 


® Dean McCarthy pointed out that 
language has power to make a 
twofold appeal to the mind of the 
reader—or listener. 

“First, it conveys to his intellect | 
a precise meaning, the dictionary | 
meaning of the word—that is, the 
denotation,” he said. 

“Secondly, it conveys to his| 
emotions an indeterminate mean-| 
ing—through the sound of the | 
words and the associations they | 
have for him. This is called con- | 
notation.” 

The second appeal—the one to 
the emotions—causes a “menagerie 


Notre Dame’s McCarthy Criticizes Admen 


Tricks on Consumers 


of misunderstandings,” Dean Mc- 
Carthy said. 


® “Suppose the reader is recep- 
tive. Suppose, further, that the 
writer is dishonest. This is a situa- 
tion made to order for the propa- 
gandist. This is where the damage 
is done.” 

In practicing their “insidious 
art,” the propagandists have 
learned that a lie, if repeated often 
enough, will be accepted for the 
truth. “They also know,” Dean Mc- 
Carthy said, “that if you tell a 
man a half-truth, which he wants 
to believe, he will conveniently 
close his eyes to the other half of 
the truth which he finds less pal- 
atable.” 


® Some of the propaganda tech- 
niques he listed are: 

The Switch, a device usually de- 
pending upon revered symbols. 
When the propagandist persuades 
us that an institution we esteem 
approves his program, we will 
feel obligated to back it too. Ex- 
ample: Uncle Sam appears in car- 


toon with his arm around ill-clad | 
half-starved child (representing 
|Community Chest). “Or let Uncle 
Sam frown his disapproval at an 
undesirable alien and we are ready 
to deport him on the next boat.” 

The Build Up, a complex of 
many artifices of the maestro of 
propaganda. The object, always 
the same, is to win us to him, his 
cause, his candidate. So he refuses 
to spoil a good story for lack of 
few facts; he uses false reasoning 
and false testimony. 


® The Follow the Crowd Tech- 
nique. It appeals to the “me too” 
impulse in most of us. It is used 
when the objective is mass action. 
It often appeals to a common bond 
—racial, religious, social. Example: 
The “Rum, Romanism and Rebel- 
lion” speech in the Cleveland- 
Blaine campaign, an appeal to 
group prejudice but which did 
backfire politically. 

“What these contrivances have 
in common,” Dean McCarthy said, 
“is the substitution of an emotional 
appeal for a logical appeal, through 
the deliberate perversion of 
words.” 

The Notre Dame professor then 
took advertisers to task, along 
with propagandists, for playing 
upon people’s fears. 


® “It is interesting, and perhaps a 
little sad,” he said, “to note how 
much advertising of the sort that 
makes extravagant claims is keyed, 
directly or indirectly, to excite 
fear in the reader. Radio and tele- 
vision, newspapers and magazines, 
are used to instill uneasiness... . 
The same message is beamed again 
and again.” 

The listener or reader, Dean 
McCarthy said, begins to wonder: 

“What about my heart? My 
weight?» My teeth? My stomach? 
Will I lose my wife when I lose 
my hair? 

“Then, when it all reaches con- 
cert pitch, there comes the assur- 
ance that this or that product is 
the answer. It and it only can set 
his fears at rest. 

“It is an ignoble appeal at best,” 
Dean McCarthy said. 


Hamilton Names Chernow 
Irving Chernow, with Hamilton 
Metal Products Co., Hamilton, O., 
since 1953, when he joined Hamil- 
ton as assistant general sales man- 
ager, has been named general 
sales manager of the company. 


a 


Retail Sales in the 


trading area totaled nearly a billion in 1953". 
As Rockford is 15th in Total Postal Savings 
in the US, Rockford people 
are not only spending in 
record amounts, but saving 
money as well. The 
Rockford Morning Star and 
Rockford Register-Republic 
market more 
completely than any other media. 
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* Figures from Sales Management, 
Retail Sales $809,443,000. 


131,123, A.B.C. CITY ZONE 
441,222 A.B.C. RETAIL TRADING ZONE 


13 county Rockford, Illinois 


ROCKFORD 


BEST TEST CITY IN 
THE MID-WEST 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 
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FLOOR DISPLAYS 
Stanford specializes in the creation of 
attention-getting floor and counter dis- 
plays of 


-woopD 
- PLASTIC 
METAL 


OR A COMBINATION 
OF ALL THREE 


COUNTER DISPLAYS 


@ WE ARE EQUIPPED TO MAKE PERMA- 
NENT OR SEMI-PERMANENT DISPLAYS 
IN ANY QUANTITY —ONE OR A MiL- 
LION, 


@ WE WILL STORE DISPLAYS AND MAKE 
DROP SHIPMENTS IF DESIRED. 


All Merchandise Is Covered By Insurance 


LET US QUOTE PRICES ON YOUR DE- 
SIGN, OR HELP YOUR SALES PROMO- 
TION DEPARTMENT CREATE EFFECTIVE 
DISPLAYS FOR YOUR MERCHANDISE. 


STANFORD'S MULTI-USE FILE 


The Stanford Wood Products Company is 
also the manufacturer of the time-saving 
Multi-Use File. 

@ Holds bound catalogs, punched or 
loose-leaf literature. 
Swings out from under counter on roller 
track onto counter top. 

Fits any counter-top thickness from 4” 
to 2%”. 

@ Made of heavy-gauge steel. 

@ Easy to install. 

Write for free literature on efficient Multi- 
Use Files. 


STANFORD WOOD 
PRODUCTS CO. 


Stanford Kentucky 
P.O. Box 238 Phone 2173 
Manufacturers of 
Store Fixtures - Displays 
Wood Specialties 
PLEASE SEND MORE INFORMATION ON: _ 

[_] Stanford Displays [_] Multi-Use Files 


Name 


Address 
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Holding Recipe Contest 

Eight prizes of U. S. Savings 
Ronds are being offered by Insti- 
tutional Feeding & Housing, Con- 
over-Mast publication, in a com- 
mercial recipe contest. Economical 
and nutritional recipes are being 
sought from working members of 
the mass feeding industry. 


Watson Opens Portland Office 

Ray Watson Co., Los Angeles 
and San Francisco, publishers’ 
representative, has opened an of- 
fice in the Times Bldg., Portland, 
Ore. Fred Goetz, formerly head of 
his own public relations and pro- 
motion company, has been named 
to operate the new office. 


Thomas, Rutffio Join ‘Look’ 

J. William Thomas, formerly 
with William H. Weintraub & Co., 
has joined the sales staff of Look, 
New York. Look has appointed 
Raymond J. Ruffio, previously 
with Grey Advertising Agency, 
drug merchandising manager in 
its promotion department. 


and night. 
dollars*. 
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IT ONLY TAKES 1 IN GREEN BAY” 


Large family .. . one umbrella 


Rain or shine, you cover the complete 

Green Bay trading zone in the Press-Gazette 

alone! Get complete, undivided readership day 
Talk to one-half billion buying 

With low milline rate, high return. 

Just 1, the Press-Gazette, does it. ; 


*$450,000,000 annual wholesale-retail sales. 
Phil McClosky, Manager, General Advertising. 


Be Number lin GREEN BAY 


Buy the PRESS-GAZETTE 


TV Film Producer 
Makes Film to Push 
New TV Film Series 


New York, March 8—Television 
Programs of America is really sold 
on its medium. 

So much so that the tv film pro- 
ducer-syndicator has made a film 
to sell its newest package, “Captain 
Gallant of the Foreign Legion,” in 
markets outside the area covered 
by H. J. Heinz Co. on NBC-TV. 

Michael M. Sillerman, exec. 


20-minute film. Fact is he is prac- 
tically a one-man cast. Mr. Siller- 
man outlines the background of 
the new adventure series, which 
was shot on location in North 
Africa, with Buster Crabbe in the 
title role. 


® Mr. Sillerman’s pitch to poten- 
tial customers emphasizes the pub- 
licity and merchandising plans for 
the show and points out that Mr. 
Crabbe and his son, Cuffy, who is 
introduced to tv in the film series, 
are available to make pitches of 
their own for the sponsor’s prod- 
uct. Peter Zamphir, TPA’s adver- 
tising consultant, who wrote the 
script for the film, was executive 
producer. 


v.p. for the company, stars in the) 


How advertisers of 


FOOD & FOOD PRODUCTS 


rank national magazines 


MAGAZINE 


REVENUE 


ADVERTISING 


(Jan.-Dec. 1954) 


LIFE 


$21,781,752 


Family Circle 


6,067,949 


Ladies’ Home Journal 


5,587,922 


Saturday Evening Post 


5,513,921 


Woman's Day 


4,183,328 


1. LIFE 


3. Time 
4. Look 


2. Saturday Evening Post 


Ranking of national magazines 
in total advertising revenue 


$114,035,747 
77,940,710 
35,143,779 
26,675,479 


5. Better Homes & Gardens 23,741,055 


Source: Publishers’ Information Bureau (gross figures) 


9 Rockefeller Plaza, New York 20, N. Y. 
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NEW CONTAINER 


MARK OF THE NEW—Steel drums pro- 
duced by member companies of the 
Steel Shipping Container Institute 
will henceforth bear this distinc- 
tive “red S” device, to increase 
consciousness of the value to in- 
dustrialists of using new instead of 
reconditioned containers. Emblem 
recognition will be spurred by sup- 
porting business paper advertising 
and direct mail campaigns. 


Noma Underground 
Sprinkler System 
Will Bow in April 


Mr1aMI, March 8—Noma Spray, 
an underground lawn sprinkling 
system developed by Noma Spray 
division of Noma Lites Inc., New 
York, is about to be launched na- 
tionally after an extensive test 
campaign in Florida. 

Charles Anthony Gross Adver- 
tising, which placed the Florida 
test in newspapers, radio, televi- 
sion and outdoor, will release the 
national campaign in April issues 
of American Home, Better Homes 
& Gardens, Ebony, Good House- 
keeping, House & Garden, House 
Beautiful, Household, Life, Living 
for Young Homemakers, The Sat- 
urday Evening Post, Small Homes 
Guide and Sunset Magazine. 


® The new _ sprinkler system, 
which is made in two principal 
sizes, will retail for $14.95 for a 30’ 
unit with three sprinkler heads, 
and a $24.95 50’ unit with five 
sprinkler heads. 

The company says the new prod- 
uct comes completely assembled 
and is easily installed permanently 
underground. It is made of square 
extruded vinyl and all bronze fit- 
tings. It is rustproof, rot proof and 
freeze proof, even at 50 degrees 
below zero. The agency says the 
Florida test showed complete ac- 
ceptance by homeowners at every 
income level. 


Connecticut Solons Pass 
$12,000 Tourist Ad Bill 

The Connecticut state legisla- 
ture has passed and sent to Gov. 
Ribicoff a bill appropriating $12,- 
000 for immediate advertising of 
the state’s vacation-travel attrac- 
tions. The governor advanced the 
idea during his December budget 
hearings. 


General Outdoor Earnings Up 
Sales of General Outdoor Ad- 
vertising Co., Chicago, for 1954 


were $29,646,632, an increase over 
53 sales, which were $29,476,082. 
Net earnings for the year were $2,- 
373,253, or $3.76 per share. Earn- 
ings for 1953 were $2,356,690, or 
$3.69 per share. 


... reaches 


5500 


LAW and ORDER. 
1475 BROADWAY NEW 


POLICE 
NICHIEFS 


who BUY cloth- 
a ing, arms and equip- 
=. ment for 250,000 policemen. 
= Uniforms, weapons, commy- 
"-. nications, conveyances, 
' parking meters, traffic sys- 
tems: SELL ‘em by TELLING 
em...in ideally selective 


YORK 18, N. Y 
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Pony Crowd Again 
Topped Sports Fans 
in ‘54, Triangle Finds 


NEw York, March 8—Some 50,- 
000,000 Americans watched the 
nags run in 1954, making racing 
the most popular spectator sport 
in the country for the third consec- 
utive year. 

This is triumphantly reported 
by Triangle Publications Inc., pub- 
lisher of the Morning Telegraph 
and Daily Racing Form, in its 
eighth annual survey on sports at- 
tendance. 

Exact racetrack attendance is 
put at 50,408,584—up 660,592 from 
1953. Spectators at harness races 
contributed 19,052,786 to this total. 

Racing attendance, which has 
grown phenomenally over the past 
15 years, passed the one-time 
perennial leader, baseball, in 1952. 

The latest Triangle survey 
shows that television is still taking 
its toll of baseball attendance. 
While the 16 major league clubs 
played to 1,552,084 more customers 
in 1954 (thanks largely to the Mil- 
waukee and Baltimore teams), the 
clubs in the 33 minor leagues suf- 
fered a decline of 3,633,113. 


® Total attendance at all profes- 
sional baseball games was 35,599,- 
657, a decrease of 2,081,029 from 
1953. But major league attend- 
ance (15,935,881) is moving closer 
to over-all minor league attend- 
ance (19,663,776). 

College football registered the 
most substantial box office gain of 
all sports—812,543. Total attend- 
ance at 599 games was 13,749,667, 
according to a United Press count. 

Copies of the sports attendance 
survey are available from Triangle, 
525 W. 52nd St., New York 19. 

Triangle’s figures follow: 


Difference 
1954 1953 & 1954 


Racing: 

Thoroughbreds 31,355,798 + 117,535 
Trotting — .........00 19,052,786 -+ 543,057 

TN esmseevies 50,408,584 -+ 660,592 
Baseball: 

Major Leagues, 

all 16 clubs ..15,935,881 -+-1,552,084 

Minor Leagues, 

33 leagues ....19,663,776 —3,633,113 

WON © aikossseseis 35,599,657 —2,081,029 
Football: 

Collegiate, 122 schools, 599 

CIID 2 a0. sssccctss 13,749,667 -+- 812,543 
Professional .... 2,190,571 + 25,986 

Tetel sistas 15,940,238 + 838,529 
*Bowling, Partic- 

GONTD  nccasshessinse 17,000,000 no change 
National Hockey 

League _ ........ 2,498,590 + 72,774 
*Tenrle  scsceessesi 915,000 no change 
National Basketball 

a eee 2,360,000 -+ 110,000 
Basketball, Madison Square 

Garden _........ 455,319 + 22,084 
*Boxing, na- 

Genel pinks 1,000,000 -- 300,000 
Boxing, Madison Square 

Garden ........ 112,000 — 44,980 
*Wrestling ........ 3,500,000 — 500,000 
*Track & Field 2,500,000 no change 
a TT 1,500,000 no change 
Dog Shows ....... 225,000 no change 


*Estimated. Exact figures not available. 


These are official attendance figures 
obtained from National and American 
Leagues, State Racing Commissions, United 
States Trotting Assn., National Assn. of 
Professional Baseball Leagues (Minor 
Leagues), National Football League, United 
Press College Football Survey, American 
Bowling Congress, National Hockey League, 
World Tennis Magazine, National Basket- 
ball Assn., Madison Square Garden,Ring 
Magazine, Yachting Magazine, American 
Kennel Club, Soccer Associates, Inc., Ama- 
teur Athletic Union and Illustrated Speed- 
way News. 


Promotes George Shatfer 


Joel Chaseman, director of sports 
and public service for WAAM, 
Baltimore tv station, for the past 


seven years, has moved to WITH, | 
Baltimore. Mr. Chaseman will con- | 


duct a daily four-hour show of 
music, sports, news and interviews 


for the independent radio station. 


Meanwhile, WITH has named 
George S. Shaffer general sales 
manager. The first WITH salesman 
to pass the $2,000,000 mark in local 
sales, he has been on the station’s 
sales staff 17 years. 


Peelers Names Bauerlein 


Peelers Co., New Orleans, manu- 
facturer of shrimp processing ma- 
chinery, has appointed Bauerlein 
Advertising, New Orleans, to direct 
a nationwide promotion program 
for peeled, de-veined shrimp. Peel- 
ers Co. manufactures and leases to 
shrimp processors machines which 
automatically peel and de-vein 
shrimp. 


WSFA-TV Appoints Katz 


WSFA-TV, Montgomery, Ala., 
has named Katz Agency as its na- 
tional representative. 


Only the 


best for our 


customers 


That's why we had 

two technicians accompany 
our new Klimsch color 
process camera all the way 
from Frankfort, Germany 


photoengravers 


59 


These technicians revealed the marvelous 
accomplishments of this astounding instrument to our 
craftsmen and proved to us its capability of 

shooting the best color negatives in the world. 


To you this means process reproductions that 

are sharper than you have ever seen before—and out to 
the farthest corners too. 

Photo-composition of innumerable color subjects to 
layout position is simplified and is register perfect. 
This saves you time and money. 

Such engravings proofed on our modern four color 
wet presses are without doubt Utopia for the 

national advertising production buyer. 


Hutchings & Melville, Inc. 


4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone EAstgate 7-9220 


f 


To sell anything 


’ kitchen use Southern Cooking. 


| Eudora, Nashville’s leading ca- 


greater / 


Nashville 


/ I ¢ 
/ < 
/ 


watches j 
channel y 


used in a 


teress, provides just the right 


} touch of cooking skill and 


Southern accent. 


Monday thru Friday 4:00-4:30 
p.m. Regular participating rate 


for one minute applies. Add $5 
per spot (commissionable) if 


schedule, product 


Eudora does full or part com- 
mercial. With three -a - week 


is stocked 


in Eudora’s kitchen on exclu- 
14 sive-for-category basis. 


maximum powered station 


the Cy station for 62 Tennessee and 


Kentucky counties—a billion dollar market 


reached by Nashville’s highest towered, 


100,000 watts e channel 5 
CBS Basie Affiliate 


Nashville, Tenn. 


For more availabilities, check our national reps, The Katz Agency. 
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You Ouagtht toKiow . . Bruce E. Miller | 


Advertising, by itself, has never 
sold an automobile. 

That forthright, head-on ap- 
praisal of promotion highlights the 
philosophy of Bruce E. Miller, who, 
in April, ’54, was named director 
of national advertising and mer- 
chandising for the Plymouth Divi- 
sion of Chrysler Corp. 

In taking over one of the key 
spots on a team aiming at leading 
Plymouth back into its traditional 
third place in new car sales, Mil- 
ler feels that advertising is at best 
a sales tool. 

“And this tool, like any other, is 
just as good as the men using it,” 
observed Mr. Miller. “That places 
the burden on those of us selected 
to use that tool here at Plymouth. 

“I believe my new job is a 
rather easy one. Plymouth has 
given the public a completely new 
automobile about which we in the 


advertising department can talk! 


realistically.” 

Mr. Miller hastened to explain 
there is “nothing new in this ad- 
vertising business.” 


= Successful use of advertising| ~ 


and merchandising lies entirely in 


increasingly astute and intelligent | ~ 


application of tried and proved 
methods, Mr. Miller believes. 

Then, with all the enthusiasm of 
a sophomore quarterback, Mr. Mil- 
ler outlines the more “astute and 
intelligent application” Plymouth 
will use in selling 750,000 new cars 
this year. 

“Plymouth,” he said, “has given 
us just the car the advertising 
copywriters and art directors have 
dreamed of. 

“Around a new car we have 
built a unique and fresh approach, 
to lure new prospects into sales 
rooms,” he asserted. “That is our 
job—to lure in the prospects. 


ie 


— 


nic nae ot a ee a 


BEVERAGE INDUSTRY . 
- OF LATIN AMERICA 


Edited in Spanish by native Latin Americans, 
it gives the most complete coverage of the 
giant soft drink and 900-million gallon alco- 
holic beverage industry of Latin America. Read 
by 8,000 top executives and technical men. 
BEBIDAS ANNUAL HANDBOOK AND BUYING DIREC- 
TORY Distribution to 8,000 in 1955...only 
Spanish Language operation handbook and 
buying guide in the industry...avidly read... 
proved sales run to millions. Rates are low. 
BEVERAGES—in English, read by more than 
4,600 executives in Europe, Australasia, Africa, 
Free Asia... profitable results. 


Write for complete market facts! 


THE CANTERBURY PRESS 2001 Calumet, Chicago 16, Ill. 
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Bruce E. Miller 


“Standing alone, advertising 
never sold an automobile,” Mr. 
Miller repeated. “It must be cou- 
pled with proper sales techniques 
at the point of contact. 

“Advertising and sales are as 
necessary to each other as a bride 
and groom, and just about as 
worthless without the other.” 


= Mr. Miller has developed the 
new Plymouth promotion drive 
around two fundamental points— 
realism in photography and boiled- 
down copy aimed at the young in 
heart. 

Mr. Miller explained that the 
“young in heart” theme actually 
envelops the whole population be- 
cause “none of us will admit to be- 
ing anything except young in 
heart.” 

Plymouth’s expanded advertis- 
ing is using unretouched photo- 
graphs with a minimum of copy. 
It harks back, Mr. Miller explains, 
to the Chinese preaching that a 
picture cannot be described in 
words. 

Photo realism to Mr. Miller is 
almost a religion. 


conception.” 

While declining to quote Ply- 
|mouth’s advertising budget for 
| 1955, Mr. Miller said it is “far be- 
|yond anything the company has 
lever done.” 


# Most of the money will go into 
|mewspapers because of the inau- 


',|guration of a cooperative adver- 
| tising system adopted by Plymouth 
'|in 1955 for the first time. 


He said the money spent in mag- 


azines and television will be in 


“relative balance.” 

Mr. Miller explained he doesn’t 
think there is any really bad ad- 
vertising medium for automobile 
promotion. The proper medium 
varies from city to city, he said, 
and the advertising director should 
know the cities and their char- 
acteristics as well as he knows the 
back of his hand. 

Working closely with N. W. Ay- 
er & Son, Plymouth’s agency, Mr. 
Miller has set about to attract the 
greatest number of prospects in 
history to dealers’ salesrooms. 

And results at the end of Janu- 
ary left no doubt that his photo 
realism and boiled down copy was 
accomplishing this objective. 


a William J. Bird, v.p. in charge 
of Plymouth sales, announced that 
the 52,122 Plymouth deliveries in 
January constituted the greatest 
number in any January in the 
company’s 27-year history—63% 
above the same month in 1954. 
Mr. Bird, the second member of 
Plymouth’s advertising-sales team, 
enthusiastically declared: “This 
sales record is only the beginning 
of a record Plymouth year.” 
Traditionally, January is the 
tenth month in volume of sales 
for selling autos at retail. It is 
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Oct. 31, 1915. After his graduation 
from the University of Toledo, he 
joined Packard Motor Car Co. in 
1946 as editor of “Packard News.” 
Later, he shifted to the Packard 
sales promotion department for 
two years before going to the com- 
pany’s Boston zone as special rep- 
resentative. 

On Jan. 1, 1950, he was named 
manager of local area advertising 
for the Hudson Motor Car Co. and 
came to Plymouth Feb. 22, 1954, as 
national advertising manager. It 
was from this post he was elevated 
to his present position, succeeding 
Hal Hebert?ing, who left the organ- 
ization. 

Father of two, daughter of a son 
and a daughter, he lives in his na- 
tive city of Detroit. 


Ginn Joins Publisher 

H. Marvin Ginn, formerly sales 
promotion and merchandising 
manager of Irving-Cloud Publish- 
ing Co., has been named sales pro- 
motion and merchandising manag- 
er of Publishers’ Development 
Corp., Chicago publisher of 12 
magazines. Mr. Ginn will head the 
sales force of Titan Publications, a 
subsidiary set up as a space selling 
unit of the company, which as part 
of an expansion program is build- 
ing new headquarters in Skokie. 


CLIPPING IS OUR BUSINESS! 


@ Bacon’s Clipping Bureau regularly reads and 
clips 3,058 business, farm and consumer publi- 
cations. Advertising managers, agencies, pub- 
licity and public relations men, researchers and 
many others from a list of over 1,000 clients, 
regularly use Bacon’s service to keep up on 
what goes on. Any subject you want, company 
mention, competitive ads, competitive publicity 
and research material. It’s our business to pro- 
vide complete up-to-the-minute information 
about your business. Write for free booklet 
No. 55, “Magazine Clippings Aid Business.” 
BACON'S 1955 PUBLICITY CHECKER 
Everyone who sends out publicity should 


have one. Lists our 3,058 publications, 
each coded to show publicity used. 


“The last thing we'll ever do is 
paint over a picture,” he declared. 
“We use them in the raw, and they | 
look like the automobiles you see 
on the street, not like an artist’s 


generally 25% under the total 
number of cars sold during either 
April or May—usually the two 
highest sales months. 


Spiral bound, fabricoid, 256 pages, 
6% x 92", $15.00. Sen? on approvel. 


BACON’S CLIPPING BUREAU 


eeeeeveeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeaeeeeeaeeeeeee 
maher Down Beat—Country and Western Jamboree—Record Whirl— 
@ " Up Beat—Beverages—Radio y Articulos Electricos—Radio y 
publications Articulos Electricos Catalog File—Bebidas— Bebidas Annual Directory 
—La Farmacia Moderna—La Tienda—Elaboraciones y Envases 


343 S. Dearborn Street * Chicago 4, Illinois 
Established 1932 


Publishing since 1934 


Bruce Miller was born in Detroit 


SAVE TIME py 
having your MATS 


made and shipped 
from here 


PARTRIDGE & ANDERSON COMPANY 
712 Federal Street, Chicago 5 


for Electrotypes, Mats, Plastic Plates, and R.0.P. Color Mats. 
—the phone number is HArrison 7-3732 
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~ | totaled $242,578,000, an increase of 


SUPERSPOONS—J ohn D’Aquila, of 
the ad department of International 
Silver Co., Meriden, Conn., creat- 
ed these outsize spoons for dealer 
display purposes. Plastic on a 
wire skeleton is the material, 
metallized with Mirro-Brite. The 
model indicates scale. 


Brand Competition 
Keener in Industry, 
‘Purchasing’ Finds 


NEw York, March 8—Brand 
name manufacturers, particularly 
in the industrial field, are being 
forced to fight more intensively for 
their share of the customer’s dollar 
as competition grows keener. 

This point is stressed in a new 
survey just made by Purchasing, a 
Conover-Mast publication. 

Of the 460 industrial purchasing 
agents answering the magazine’s 
questionnaire, 92% say they have 
the right to ignore brands named 
by requisitioning departments and 
buy another brand of equal quality 
on their own judgment. 


® Almost the same number (91%) 
add that they periodically get 
samples and prices of competing 
brands for consideration, even 
when they are buying a‘ given 
brand and it is satisfactory. 

When companies buy brand 
name items, these, in order of im- 
portance, are the factors behind 
the decision to purchase: Perform- 
ance record in the plant; purchas- 
ing department judgment of value; 
price; recommendation of plant 
personnel; laboratory tests. 

Resistance to switching of 
brands is either slight or non-ex- 
istent in 77% of the cases of 
change, the report says. 


Hooper Names Two 
V.P.s, Moves to 
New N. Y. Address 


New York, March 8—C. E. 
Hooper Inc. has two new v.p.s and 
a new address. 

The v.p.s are Fred H. Kenkel, 
who recently returned to Hooper 
from A. C. Nielsen Co., and Frank 
Stisser, who has been with Hooper 
since 1951. 

The company’s new offices are 
located at 579 Fifth Ave. Produc- 
tion will continue to be handled in 
the Norwalk, Conn., plant. 

Messrs. Kenkel and Stisser will 
devote a large part of their time to 
the radio division. Radio Hooperat- 
ings are now published in 90 mar- 
kets. Plans are under way to ex- 
pand this coverage further. 


Colman Joins Runkel Co. 


Peter J. Colman, v.p. and pro- 
duction manager of Lloyd M. Rose- 
now Inc., Chicago agency, for the 
past five years, will join Lowe 
Runkel Co., Oklahoma City, March 
15. 


we|FCC Studies Rules to Confine 


| ments. 


_ |Cash Register Sales Gain 


ar 


TV Stations to Licensed Area 


The Federal Communications 
Commission has announced it is 
considering a rule which would re- 
quire new television stations to 
keep their towers within five miles 
of the limits of the principal city 
they serve. If applied earlier the 
rule would have precluded existing 
stations from using remote sites 
which have given coverage to rural 
areas and adjacent urban com- 
munities. 

Purpose of the rule is to confine 
stations to the area they are li- 
censed to serve. Interested parties 
have until April 15 to file com- 


Combined sales in 1954 of Na- 
tional Cash Register Co., Dayton, 


$12,013,000 or 5.2% over the $230,- 
565,000 reported in 1953. Net in- 
come was up 14.8% in ’54, totalling 
$12,729,000. This compares with 
$11,088,000 in ’53. 


Circulation coverage guaranteed by the only publication 
circulated four ways—and the only one circulated with the 
compliments of local super market operators . . 
editorial coverage as only a local newspaper can provide 
it—with a top galaxy of guest editors—merchandising ex- 
perts—assuring top readership . 
addition to The Grocers’ Spotlight’s regular saturation 
coverage of grocery outlets throughout Northern Ohio. 


THE GROCERS’ SPOTLIGHT 


717 Fox Bldg., Detroit 1 
Los Angeles « San Francisco 


.. all this as a bonus in 


New York « Cleveland « 


dares barons » amd Nmatemaes » 


. all-out 


oe Sere e 


Distributed to 


All delegate hotel rooms 
The Convention floor 


THE GROCERS’ SPOTLIG HT 


| FERRY THE SUPERMARKET CONVENTION ISSUE OF 
Sy a E GROCER'S SPOTLIGHT 
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CONVENTION 
EXTRA 


Downtown Cleveland Newsstands 
Leading Cleveland restaurants 
Regular rates apply for this issue. 


The national association of publishers of 171 technical, 
professional, scientific, industrial, merchandising and 
marketing magazines, having a combined circulation 
of 4,022,707 . . . audited by either the Audit Bureau of 
Circulations or Business Publications Audit of Circula- 
tion, Inc. . . . serving and promoting the Business Press 
of America . . . bringing thousands of pages of special- 


ized know-how and advertising to tle men who make 


Ps 


decisions in the businesses, industries, sciences and 
professions ... 


Write for list of NBP publications and the latest 
“Here’s How” booklet, “How Well Will We Have to 
Sell Tomorrow?”, by Ralston B. Reid, Advertising & 
Sales Promotion Manager, Apparatus Sales Division, 
General Electric Company, Schenectady, N. Y. 


“We depend on 


Business Publications 
for vital news 


of a dozen industries...” 


says E. J. Thomas, President 
Goodyear Tire & Rubber Company, Inc. 


“Alert reporting and expert interpretation of engineer- 
ing and business news,” Mr. Thomas adds, “make a 
variety of business periodicals ‘must’ reading for 
Goodyear executives.” 

Where editorial pages are “must” reading, advertis- 
ing pages are studied, too. When the news and the 
articles of a magazine are essential and helpful to a 
reader, the facts and figures in the advertising pages 
impress him deeply. 

Business publications provide a direct sales route 
for any product or service of benefit to business or 
professional men. 


NATIONAL BUSINESS PUBLICATIONS, INC. 1001 rittecnth street, W.W., Washington 5, D.C. + STerling 3-7535 


pin-pointing the market of your choice. 
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Stretch Yarns 


Stretch to Fit 
Growing Market 


New York, March 8—Ralph 
Gates, New York management 
consultant, said: “It’s not like the 
old days, when you couldn’t give 
the stuff away.” 

Mr. Gates was talking to AA 
about Helanca, the stretch nylon 
yarn now used by more than 200 
manufacturers. 

The “old days” were only three 


WHY 
THE MADISON AVE. “CROWD” 
LIVES ON LEXINGTON 


Members of the advertising pro- 
fession have high living standards. 


That’s why they prefer to live in 
a distinguished hotel, with dis- 
criminating neighbors, at a smart 
and convenient location. 


Attractively decorated, comforta- 
bly furnished single rooms with 
tub-and-shower, and radio, are 
now available at the special month- 
ly rate of $150, including maid 
service. 


LAUNDRY and VALET SERVICE AT 
SPECIAL DISCOUNTS TO MONTHLY 
GUESTS 


. Delightful restaurants, with 
good food at moderate prices. 


Phone Assistant Manager 
PLaza 5-1200 


BELMONT PLAZA HOTEL 


Lexington Avenue at 49th Street 
a TISCH Hotel 


years ago, when Helanca was first 
offered to producers by Heberlein 
Patent Corp., Swiss-owned com- 
pany which has the rights to the 
process. 

Since then, Helanca has been 
effectively advertised and mer- 
chandised; there is now little 
trouble finding buyers. 

Mr. Gates, who was entrusted by 
Heberlein to develop the Helanca 
marketing program, said the diffi- 
culty at the beginning was that 
“no one—manufacturers, whole- 
salers or retailers—knew how to 
sell stretch clothes.” 


® He still thinks that plenty of 
education on selling stretch goods 
is needed. But he has gone a long 
way toward winning the important 
preliminary battle of consumer ac- 
ceptance. 

Helanca was the original stretch 
yarn and its success has spawned 
the new processes developed by 
the major women’s hosiery manu- 
facturers (AA, Feb. 21). Mr. Gates 
points out, however, that Helanca 
is made in many different sizes 
and can therefore be used in a 
wide variety of products. 

As a matter of fact, new uses for 
the Helanca yarn are being found 
every day by manufacturers im- 
pressed with the advantages of 
one-size flexible garments. Stretch 
has probably had its biggest impact 
in the baby’s and children’s wear 
field, where manufacturers for- 
merly had to make a multiplicity 
of sizes. Now they can make 
clothes which expand along with 
the wearer. 


® Some of the other products now 
made with Helanca are: gloves, 
men’s socks, women’s hosiery, 
swim suits, briefs, sweaters, pan- 
ties, girdles, T-shirts, jacket col- 
lars and wristlets, polo shirts, slip- 
per socks and ski pants. 

Among the users of Helanca are 
these companies: Interwoven 
Stocking Co., Virginia Maid Ho- 
siery Mills, Julius Kayser & Co., 
Munsingwear Inc., Manhattan 
Shirt Co., Embassy Men’s Apparel 
Inc., Blue Swan division of McKay 
Products Corp., Dexdale Hosiery 
Mills, Johnson & Johnson, Vanta 


"Brod -Beud vour MERCHANDISE 


With Colorful 


| je 


RacKens 
hand 


: Gemges foods, beverages, waxes, polishes . . . 

to apparel, textile goods, paper products, 
perfumes, toiletries, toys, novelties — an infinite 
range of consumer merchandise can be effective- 
ly, economically packaged with “SELF-STICK” 
Bands. Printed in beautiful Flexographic colors. 
Seal at finger’s touch — no moistening, taping, 
stitching, pinning! 


SAMPLE KIT Upon Request 


WAND LoomeD rugs 
wie 


bars 


LCARFET WARP 4 


PHOENIX. 
“4711 N. 27th STREET © 


Bete trom eee i j 
600 tray i 


PACKAGIN 


Division of | as 
RODUCTS. | 


Co., Ely & Walker Dry Goods Co., 
Wilson Bros. and Grey Hosiery 
Mills. 

These companies buy Helanca 
from 12 processors licensed by 
Heberlein to produce the yarn. 
Helanca, which is 100% nylon, is 
produced by a long and costly 
process. It consists of a series of 
tiny nylon coils which act like 
curled yarn. It stretches to three or 
four times its normal length and 
also exhibits resiliency by return- 
ing to its original size. 


® The Helanca advertising cam- 
paign, which has been expanded 
this year, has a four-fold purpose. 
It is designed to sell stretch to yarn 
processors, apparel manufacturers, 
retailers and consumers. 

The schedule for this spring calls 
for two insertions in Life, four in 
The Saturday Evening Post (in- 
cluding a full page in the March 
26 issue) and seven in The New 
York Times Magazine. 

This is a followup of last year’s 
drive, which helped Heberlein to 
double the number of processors 
making Helanca. 

Helanca’s ads are featuring illus- 
trations of seven different stretch 
garments. Besides promoting 
stretch, the ads do a hard-selling 
job for the Helanca name. Copy 
explains what Helanca is, and a 
headline warns: “Don’t just ask if 
it stretches, ask if it’s made of 
Helanca.” 

Mr. Gates’ relationship with 
Heberlein is an unusual one. The 
company has given him virtual 
carte blanche in running Helanca 
promotion and merchandising. 


® Heberlein’s office is at 200 Fifth 
Ave. here, but all Helanca market- 
ing business is conducted 30 blocks 
uptown, at 720 Fifth Ave., where 
Mr. Gates shares offices with the 


| ae 


Will you bet *1°° 


to get the most wonderful socks 
you can put on your feet? 


You have never known such a perfect fit... 
like a soft glove. They stretch as you put 
them on. Then the yarn relaxes to fit every 
curve of your leg or foot. No pressure... no 
binding ...no garters ... never slide down. 
Long wearing, quick drying. Get your pair 
today. Only $1.00. 


STORE NAME HERE 


LIKE THIS—Ralph Gates, manage- 

agement consultant who runs the 

Helanca marketing program, sug- 

gests in trade promotion the use of 

dramatic ads like this to sell 
stretch socks. 


Mack Leblang Co., 
handling the account. 

In the course of developing the 
Helanca program, Mr. Gates has 
become a merchandising consult- 
ant to the stretch industry. He puts 
out a regular series of educational 
reports, merchandising newsletters 
and retail sales kits to tell the 
story of Helanca and to explain 
how garments made with Helanca 
can be sold. The sales kits contain 
store displays and advertising ma- 
terial. 

Mr. Gates tells manufacturers 
and retailers that stretch items 
cannot be sold in the ordinary way. 
He advises them to accent the 
|novelty of stretch, the fact that it 
is something new and different. In 


the agency 


MILWAUKEE 16, WISCONS 


| one of his reports to retail store 


the same yarn that made 


“stretch socks” famous, brings 


* t 
PE we MRD by ieadeg dean 
at shoes Beerpwhart Look for the Hi, tec a” 


don't just ask if it stretches 
ash if it’s 


® 


the origial full-streich yarn 


just lists a name and a price won’t 
sell this hosiery. As is the case 
with any new product, people must 
first know its great benefits... 
The secret of Helanca advertising 
success is to sell the first pair so 
people can test it.” 

Mr. Gates believes the trade is 
becoming smarter about selling 
stretch. He points, for example, to 
the “all-stretch” displays now be- 
ing featured by many stores. In 
these displays a store groups all 
of its stretch clothes together. 
“This is the way to sell stretch,” 
says Mr. Gates. 

Helanca’s national advertising 
also provides a direct sales service 
for stores. Each ad contains a line 
inviting inquiries, and Mr. Gates 
has cartons of postcards and letters 
from all over the country in re- 


‘STARTLING COMFORT...FIT...WEAR 
FOR THE WHOLE FAMILY! 


Ate 


STRETCH GanMEnTs 
OF MELANGA YARN 


tae warren stowb 


IT STRETCHES—Heberlein Patent Corp. will run this full page in the 

March 26 Saturday Evening Post to promote stretch clothes and its 

Helanca yarn (which gives the stretch). Ad is aimed at processors, 

manufacturers, retailers and consumers. Mack Leblang Co., New 
York, is the agency. 


sponse to this invitation. Most of 
the writers ask where they can buy 
the stretch garments illustrated in 
the ads. 

And although they aren’t mail 
order ads, many of the letters are 
accompanied by checks and money 
orders from people who want the 
merchandise sent to them. 


Dichter Changes Co. Name 


Dr. Ernest Dichter’s company, 
Institute for Research in Mass Mo- 
tivations, Croton, N.Y., has 
changed its name to the Institute 
for Motivational Research because 
of the “widespread acceptance of 
the term, ‘motivational research,’ 
as descriptive of this type of psy- 
chological research in marketing 
and advertising.” 


WSAZ-TV 


CHANNEL 3 BASIC NBC NETWORK 
MAXIMUM POWER 
HUNTINGTON. 
CHARLESTON, 


‘HUNTINGTON 


WHEN 
THESE THREE 
STATIONS 


SELL FOR 
YOU-—BY 
TV OR RADIO— 


THEY PUT THEIR 
HEARTS INTO IT! 


ASK... you ll see! 


| executives, he says: 
“Ordinary store advertising that 
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The Best 


by JAMES D. WOOLF 


One of the most widely-read features ever to 
appear in Advertising Age is Mr. Woolf's col- 
umn, SALESENSE IN ADVERTISING, now in 
its eighth year. On more than one occasion his 
critical comments have led advertisers to recast 
completely their copy strategy. His articles are 
“must” reading in the creative departments of 
many of the top-flight agencies, and leading uni- 
versities use them in their classroom work. The 
advertising director of one of America’s top ten 
advertisers uses the articles regularly in weekly 
staff “clinics” on copy strategy and techniques. 

This new book of 400 pages completely covers 
the waterfront of advertising and marketing— 
basic planning, copy, layout, art, radio and tele- 
vision, media, research, merchandising, point of 
sale, etc. Many chapters deal with what makes 
people tick, what the forces are that motivate 
them into buying action. 

Whatever you do in advertising and market- 
ing ... whether you are a copy cub or an agency 
president, a student or a past master .. . your 
purchase and constant use of this book can be 
one of the most fruitful investments of your 
business life. 


INTRODUCTION 
by 
James Webb Young 


“The first time I ever 
saw Jim Woolf he sat 
beside me on a hotel 
lobby couch while I in- 
terviewed him for a job 
as a cub copywriter. 

“The way in which he 
continuously bounced around on that couch 
nearly drove me crazy, and almost lost him the 
job. 

“He has been bouncing ever since, both physi- 

cally and mentally. Indeed, I think anybody who 
reads his writings will admit that ‘bounce,’ in 
the best sense, is their distinguishing character- 
istic. 
“You will never find him dull. He always has 
something to say which is interesting. And he 
has a gift for saying it pithily. What is more, he 
has convictions. And convictions are what make 
writing vital. 

“His writings are, in fact, worthy of attention 
beyond the boundaries of advertising. If I were 
a Social Historian, I would see to it that they 
went into the archives of this century, as a rec- 
ord of what was what in this most pervasive art 
of our time.” 


James D. Woolf 
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381 CHAPTERS — 
400 PAGES — 
46 ILLUSTRATIONS 


JAMES D. WOOLF was with J. Walter Thompson 
Company for some 30 years; when he left in 1944 
to live in Santa Fe, New Mexico, he was a vice- 
president and director in charge of copy and all 
creative planning and production for the entire 
Western division of the agency. He is the author of 
three books on advertising: WRITING ADVER- 
TISING, GETTING A JOB IN ADVERTISING, 
and ADVERTISING TO THE MASS MARKET; 
he is a contributing author of ADVERTISING 
HANDBOOK. He was a consulting and contribu- 
ting editor of Ronald Press’s four-volume AMERI- 
CAN BUSINESS PRACTICE, and is co-author of 
a popular book, HOW TO USE YOUR IMAGINA- 
TION TO MAKE MONEY. Mr. Woolf, with offices 
both in Santa Fe and Chicago, is currently a crea- 
tive consultant to both national advertisers and 
agencies. 


SALESENSE IN ADVERTISING in book form is 
a “command performance.” Agencies and adver- 
tisers have urged us to make Mr. Woolf's articles 
available as a permanent reference work. Universi- 
ties have been asking for them for classroom work. 
Public libraries have reported many requests for 
the Woolf talks. One agency has placed its orders 
for 50 copies, an advertising manager wants 25 for 


nse in Advertising Articles 
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“T’d rather go without eating than miss one of your columns.” 
Bob Humphreys 
Foote, Cone & Belding, Los Angeles 
“You help us keep on our toes and frequently we find our- 
selves asking ‘Wonder what Woolf would think of this?’ ” 
Reinhart Knudsen, Vice-President 
Botsford, Constantine & Gardner, Washington, D. C. 
“I find much to agree with and considerable to applaud in 
your articles.” 
Paul Elliott, Commercial Manager 
Cowles Broadcasting Company, Des Moines 
“Your current ‘Salesense’ article is so sensible we are send- 
ing it out to all of our dealers. 
Parker Pen Company 
Janesville, Wis. 
“Your work reflects a mature experience . . . a discerning 
analysis . . . which makes the art of copywriting more real 
than most treatises on the subject.” 
Harvard Business Review 
“ ‘Salesense In Advertising’ is one of the finest things I have 
ever read. Congratulations.” 
Richard Manville, Advertising Consultant 
New York City 
“Your writings are popular in our Commerce Library.” 
University of Chicago 
“You express many significant thoughts on advertising.” 
University of Illinois 
“We read ‘Salesense’ thoroughly and pass it around our copy 
department as recommended reading.” 
N. Y. Ayer & Son, Philadelphia 
“I read ‘Salesense In Advertising’ quite regularly and am 
very much interested in it.” 
Arthur W. Kohler, Vice-President 
The Curtis Publishing Co., Philadelphia 


his staff, a large publisher wants 20 copies, others 
want from 5 to 15. The single price of the book, 


$5.95, is less than the price usually asked for books 
of this size and quality. In quantities of 5 to 10, the 
price is $5.00 each; of 11 to 25, $4.50; any quantity 
over 25, $4 each. In most cases, employers are 
picking up the tab. 


MAIL THIS COUPON FORFASTACTION 


Examine Salesense Advertising Age, A ee 
for 5 Days 200 East Illinois St., Chicago, IIL 
AT OUR RISK I want copies of SALESENSE IN ADVERTISING, figured at the following 
rates: Single copy—$5.95. Quantity prices, 5 to 10, $5.00 each; =“ 25, $4.50; over 25 ' 

Nothing could be fairer, copies, $4.00. Prices include postage and handling. The risk is all yours. If I am not 
we reat than these satisfied with the book after 5 days’ examination, the deal is off—and I am not out a i 
terms: 1) You may pay single penny. i 
now, or we'll bill you i 
later; 2) you may exam- My name ' 
iné your purchase for 1 
days-—at our risk; if yo My firm’s name ' 
ate not completely satis- 1 
fied, return the book (or Address ' 

books) and your money 

(if you've paid cash in City Zone State ) 
. advance) wil be re i 
, funded at once. C1 1 am enclosing my check for $ (CO Bill me later. © Bill my firm later. i 
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Motorola’s Drive. 
for B&W TV Will Be 
Tinged with Color 


Cuicaco, March 8—Motorola Inc. 
is basing its advertising for its 
b&w tv sets this year on the prem- 


‘lise that the buyer is looking for- 


ward to getting a color set in a few 
years, 

“He knows what he wants—he 
wants a big screen, clear picture 
and a minimum amount of service. 
But he doesn’t want to pay too 
much. He reasons that this may be 
the last b&w set he will buy; he 
expects to be interested in color in 
the future,” says David H. Kutner, 
director of advertising and sales 
promotion. 

Advertising will push the theme: 
“Many electronics discoveries re- 
sulting from our pioneering in 
color tv are built into the new 
Motorola b&w sets right now at no 
increase in price.” 


® Spreads in red and black will 
appear in five consumer publica- 
tions, starting with an ad in the 
March 14 Life, followed by inser- 
tions in The New Yorker, The Sat- 
urday Evening Post, Sunset Mag- 
azine and Time. 

On Friday, March 18, 91 metro- 
politan papers will carry the same 
ad, again in two colors where pos- 
sible. All of the ads are factory 
sponsored. Dealers have received a 
special promotion kit outlining the 
campaign. 

The drive is based on conclu- 
sions reached by Leo Burnett Co., 
Motorola’s agency since Jan. l, 
following a survey to determine 
what attitudes consumers hold to- 
ward purchase of television in the 
future. 


Allied PR Names Nounnan 
Allied Public Relations Associ- 
ates, New York, Washington, Mi- 
ami and Los Angeles, has ap- 
pointed Frazier E. Nounnan man- 
ager of its Chicago office. Mr. 
Nounnan, a free lance writer since 
leaving Ruthrauff & Ryan, Chicago, 
last spring, is press representative 
for Louis E. Wolfson in the Chi- 
2ago area on behalf of Allied. 


Charles Kimble Joins Madsen 

Charles H. Kimble has resigned 
as administrative assistant to Rep. 
Walt Horan (R., Wash.) to join 
Madsen Advertising Agency, Spo- 
kane. 
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LOOKING TO COLOR TV—This ad will feature Motorola’s new theme. 

It is scheduled to run in Life, The New Yorker, The Saturday 

Evening Post, Sunset Magazine, Time and 91 newspapers. Leo 
Burnett Co. is the agency. 


Preprints of Industrial Ads Sent Out as 
Direct Mail Outpull Reprints, Mayer Says 


New York, March 8—Preprints 
of industrial advertisements, sent 
out as direct mail pieces in ad- 
vance of their appearances in busi-. 
ness papers, will outpull by 25 to 
30% reprints of the same ads 
mailed out after distribution of the 
magazines. 

Studies made during the past 
two years prove the validity of this 
statement, according to Edward N. 
Mayer Jr., president, James Gray 
Inc., and author of “The Handbook 
of Industrial Direct Mail Adver- 
tising,” recently distributed by the 
National Industrial Advertisers 
Assn, to its members. 


® Answering queries put to him 
in advance of yesterday’s meeting 
of the local NIAA chapter, Indus- 
trial Advertisers Assn. of New 
York, Mr. Mayer told the group’s 
members that questions had fallen 
into five major groupings: Lists, 
copy, format, inquiries and follow- 
up. On these points, he gave the 
following advice: 

“Make your active customers the 
basis of your mailing list. Then 
rent a circulation list from a mag- 
azine circulating in the field you 
want to reach, and add inquiries 
and sales to your basic roster of 
names. 

“Don’t let the engineers write 
your copy. Let the advertising 
department do it, but write it as 
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San Jose 
Unit Sales 

1954 | 1700 | 2398 |10160 14889 |14616|10276 | 4592 | 4627 |10845 
% Change |+37.4|+148.8| +6.7 |-3.4 | +7.0 |+ 15.3 |+ 82.5 |+ 16.3 |+ 13.4 


A RIDDER NEWSPAPER 


REPRESENTED NATIONALLY BY RIDDER-JOHNS, INC. 
Combined Daily Circulation Now Over 85,000 


*Pacitic Gas & Electric Co. 


JUST ANOTHER REASON WHY WE SAY: 


It’s SAN JOSE for SELL! 
San Jose Mercury and News 
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if you were paying for it by the 
word. 


® “Surveys show that 75 to 80% 
of all direct mail is opened by 
mailroom employes or by secre- 
taries, who have no authority to 
dispose of it, but who do throw 
away envelopes. Therefore, elim- 
inate expensive wrappings, since 


Advertising Age, March 14, 1955 


Management Still 
Is Skeptical on 
Aptitude Tests 


New York, March 8—American 
business is far from sold on the 
idea that salesmen can be chosen 
on the basis of aptitude tests and 
personality profiles, according to a 
survey just completed by the 
American Management Assn. 

Asked to state the selection de- 
vice upon which they placed pri- 
mary reliance, more than 80% of 
the respondents cited personal in- 
terviews, usually involving more 
than one interviewer. Many of the 
sales executives, however, said 
that they used the interviews in 
combination with various kinds of 
tests. 

Typical of this group were those 
in one company who said, “We 
find that the results of our apti- 
tude tests should be used only as a 
weighted factor amounting to 
about 60% of the final decision, 
and that considered judgment on 
the part of the interviewers 
should also be counted in the case 
of all applicants who score well 
enough for favorable retention as 
candidates.” 


® Those companies which put 


they never reach your prospect ‘their faith in tests, on the other 


anyway. 


hand, were enthusiastic about their 


“Four-color printing is a waste results. Said a representative of 


of money unless the product you’re 
trying to sell has visual appeal. 
Make a careful analysis of your 


| 
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one: “In 10 years, we have not had 
to separate a single salesman 
whose test results indicated he 


product or service before deciding | should be satisfactory.” 


upon the format of your direct 
mail piece. 

“The more you tell your prospect 
about your product the fewer in- 
quiries you will pull. But they will 
be better inquiries. Control your 
mailing piece to elicit the kind of 
inquiries you want and the num- 
ber you can handle, since it is a 
bad policy to fail to answer in- 
quiries or to act upon them too 
late.” 


Convention Offers 
Chance to Tap Negro 
Baptist Market 


WASHINGTON, March 4—A new 
medium for reaching the Negro 
market will be offered to national 
advertisers this summer when the 
National Sunday School and Bap- 
tist Training Union Congress holds 
an exhibit on consumer goods in 
connection with its golden jubilee 
meeting at Convention Hall, At- 
lantic City. 

D. G. Thompson, Thompson- 
Simmons Associates, Washington 
public relations counsel which is 
arranging the exhibits, is telling 
advertisers that the exhibition will 
provide an opportunity to establish 
brand consciousness in the minds 
of about 25,000 teachers, ministers 
and observers, representing about 
4,000,000 members. 

Thompson-Simmons Associates, 
which specializes in the Negro 
market, reports that this is the first 
time that this type of a medium 
has been available to advertisers. 
Says Mr. Thompson: “The church 
is particularly important in Negro 
life. It is precisely because so many 
Negro activities center around the 
church that an exhibit of this type 
is possible.” 

The convention, the 50th session 
of the congress, will take place 
June 27-July 3. 


Newell Names Reynolds Ltd. 
Newell Mfg. Co. Ltd., Prescott, 
Ont., maker of Draproll drapery 
track and drapery hardware, has 
appointed the Toronto office of 
E. W. Reynolds Ltd. to handle its 
advertising. Magazines and trade 
publications will be used. 


Another testified that: “On oc- 


-casion we have tried to outguess 


our aptitude test and place a man 
who had failed it. Each time this 
man ended as a failure in selling 
our products.” 

The other side of the picture was 
given by a company reporting that 
it “formerly used test programs in- 
volving aptitude and predeter- 
mined requisites for qualification. 
Cost of the program was not com- 
patible with results.” 


® To make a mistake in hiring a 
salesman, the survey indicated, 
costs the average company more 
than $6,000, with one company es- 
timating the figure at $20,000 and 
nearly a fourth of the respondents 
placing it at $10,000 or more. 

Nearly half the companies re- 
plying noted that they require 
some college training on the part 
of applicants for sales positions, 
with two-thirds of these asking for 
degrees. Only about one-third set 
previous sales experience as a 
prerequisite. 


Lane Publishing Elects 
Bill Lane, M. B. Lane V. P.s 
L. W. (Bill) Lane Jr. and Melvin 
B. Lane have been elected v.p.s of 
Lane Publishing Co., Menlo Park, 
Cal., publisher of Sunset Magazine. 
L. W. Lane Jr., who has been 
sales manager of the company for 
three years, will continue to super- 
vise the magazine’s editorial, ad- 


Melvin B. Lane L. W. Lane Jr. 
vertising and circulation sales ac 
tivities and the company’s boo. 
publishing operation. Melvin Lane, 
business manager since 1952, will 
continue to supervise production, 
purchasing, accounting, personnel, 
circulation fulfilment and building 
operations. 
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No need to spend valuable time checking samples 


when your printing jobs are on Hammermill Bond 


When a printing buyer reorders 
business forms or letterheads on 
colored paper, he has a right to 
expect a color match for his 
previous order. 


No need to worry about this de- 
tail when a job is on Hammer- 
mill Bond. For, Hammermill 
Bond colors do match, run after 
run, month after month. That’s 
the result of maintaining color 
control with the costly spectro- 
photometer - - the scientific in- 


strument: that “remembers” 
colors in black and white. Most 
mills must rely on paper samples 
that fade in time. Hammermill 
can give you a precise color 
match - - indefinitely. 

Hammermill Bond is available 
in 12 colors as well as a bright 
white. These action - getting 
colors were developed from 40 
years’ experience in the pro- 
duction of 500 million pounds of 
colored bond paper. Use them 


with complete confidence - -they 
are made to help produce finer 
business printing and to please 
careful buyers who will be glad 
to “come back for more.” 
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You can expect true color reproduction when you 


Getting printing like this use Hammermill Offset. Free from fuzz, lint and 


flakes, it’s whiter, brighter and more opaque than 

H I I O most offset papers. And, Hammermill Offset has out- 
standing ink receptivity and dimensional stability to 

on ammermt ffset reproduce beautiful colors with striking realism. 
Available in Wove and four embossed finishes — 


* 
Ls duck SOU P Handmade, Homespun, Linen and Laurel. Choice 


of weights and sizes. 
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HAMMER MIL! OFFSET for the finest color printing 


Manufactured by HAMMERMILL PAPER COMPANY, ERIE 6, PENNSYLVANIA 
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Advertising Age, March 14, 1955 


Ratings, Albums 
Show Gains from 
‘Peter Pan’ Spec 


NEw York, March 11—NBC- 
TV’s most expensive spec—the 
two-hour production of “Peter 
Pan” direct from Broadway at an 
estimated cost of more than $500,- 
000—came up with some spectac- 
ular results. 

In ratings, Mary Martin and 
Cyril Ritchard scored a knockout 
over the competition last Monday 
night. The Ford and RCA-spon- 
sored fantasy had an average 
Trendex (15-city) rating of 48 
for the two-hour period, against 
jag for CBS-TV and 3.2 for ABC- 

In the applause department 
“Peter Pan” was equally impres- 
sive. Miss Martin, Mr. Ritchard 
and the “flying” smallfry drew 
raves from most of the country’s 
tv critics. 


® And most important of all—at 
least to the sponsors—‘‘Peter Pan” 
seems to have scored effectively 
in the sales department: Even on 
black and white the commercials 
were well calculated to keep the 
spectators from rushing out to the 
kitchen for another beer. 

The opening commercial for 
Ford was more comedy than sell, 
but it showed the sleek new Ford 
off to good advantage as Ernie 
Kovacs, with the help of his wife, 
Edith Adams, gave an amusing 
demonstration of three ways to 
wash a car. 

The next sponsor break showed 
RCA’s radio-tv spokesman, Vaughn 
Monroe, in a courtroom on trial 
for over-commercialization, even 
to the point of making a singing 
commercial. As the specific counts 
against Monroe were cited by the 
“judge,” several RCA _ products, 
including tv sets, were demon- 
strated. 


® Ford’s second commercial was 
a short travelogue, climaxed with 
Lincoln’s winning of the big Pan- 
American race. RCA’s second com- 
mercial featured the Baird puppets 
and Mr. Monroe pitching “Peter 
Pan” and other Broadway show 
albums and RCA’s hi-fi record 
players. The first three commer- 
cials were the work of Kenyon & 
Eckhardt; the last was produced 
by Grey. 

You don’t expect day-after im- 
pulse sales on Ford and Lincoln 
cars or tv sets even from a $500,- 
000 colorcast, but record albums 
are something else. So ADVERTIS- 
ING AGE checked six New York 
stores at mid-week, and found that 
the telecast had given the “Peter 
Pan” album, which features Miss 
Martin and the Broadway cast, a 
shot in the arm. 

Sam Goody, a discount operator 
who advertises himself as the 
world’s biggest record dealer, re- 
ported that sales of the album had 
tripled since the show. Record 
Hunter had quite an upswing in 
sales—“about five times normal” 
—the day after the program, but 
said the gain levelled off on 
Wednesday. 


= Haynes-Griffin described the 
response as “tremendous.” Double- 
day book shops not only found 
that the telecast brought the “Pet- 
er Pan” album back to life, but 
it helped sell a lot of books on the 
subject, too. Macy’s reported an 
increase in sales of the album, but 
did not make a check to determine 
the amount of gain. 

Only one store, which asked not 
to be identified, reported no par- 
ticular reaction at the cash regis- 
ter, at first, then called to say 
orders were pouring in. 

The Mary Martin revival of 
“Peter Pan” opened on Broadway 
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COMICS OKAY—America’s retail newsdealers joined this week in a 
“C Week” campaign to provide maximum point of sale support to 
the Comics Code Authority’s Seal of Approval. More than 1,000 
rolls of tape stickers, about 50,000 rack cards, about 100,000 decals, 
and over 4,000 posters were distributed for display on comics mag- 
azine racks, store windows, newsstands, and delivery trucks. Addi- 


tional display materials can be 


obtained from Comics Magazine 


Assn. of America, 41 E. 42nd St., New York. 


Oct. 20, 1954, and closed Feb. 26. 
This limited run reportedly was 
not enough for the backers to 
break even. A road tour was con- 
sidered, but the complicated fly- 
ing gear made this a very expen- 
sive undertaking. Instead the 
Broadway company chose to make 
the first direct-from-Broadway- 
to-television transition as a way 
of making its investment pay off. 


® NBC-TV is already planning to 
repeat the show at Christmastime, 
again with Miss Martin if she will 
accept the assignment. CBS-TV 
also has been bidding for this 
star’s exclusive services. 

In terms of cost to the adver- 
tiser, this super spectacular repre- 
sented a sort of bonus for RCA 
and Ford. Like the other spec 
sponsors, they are committed to 
pay $150,000 each (time and tal- 
ent) for these monthly shows. 

Network sources indicate there 
was no additional charge for the 
extra half-hour of time over the 
usual 90 minutes carried on the 
spectaculars, and that NBC-TV 
paid the difference between $300,- 
000 and whatever “Peter Pan” cost. 
Some guesstimates put the budget 
closer to $600,000 than $500,000. 


Norfolk, Portsmouth 
Newspapers Merge 


NorRFOLK, Va., March 9—Nor- 
folk Newspapers Inc. (publisher 
of the Norfolk Virginia Pilot and 
the Ledger Dispatch) and the 
Star, Portsmouth, Va., have 
merged. 

In a statement, it was said the 
merger “provides an opportunity 
to effect certain operating econo- 
mies” to offer the Star “superior 
facilities and services” and a 
chance to offer the growing popu- 
lation of the region better news fa- 
cilities. 

Paul S. Huber Jr. is president 
and Frank Batten publisher of the 
Norfolk papers. Norman R. Ham- 
ilton is president and publisher of 
the Star. 


March ‘Playthings’ Biggest 

The March issue of Playthings, 
which its publishers believe is the 
largest single issue ever published 
by any merchandising paper, con- 
tains more than 800 pages. There 
are 665 pages of advertising in the 
issue, according to McCready Pub- 
lishing Co., New York. 


Shure Bros. to Walker Sheriff 

Shure Bros., Chicago maker of 
microphones and acoustic devicés, 
has appointed Walker B. Sheriff 
Inc., Chicago, to handle its adver- 
tising and sales promotion. 


Maubert St. Georges, 
Versatile Adman, Is 


Dead in Native Paris 


NEw YorK, March 10—Maubert 
St. Georges, 67, retired board 
chairman of St. Georges & Keyes, 
who enjoyed success in several 
careers, died March 7 in Paris, 
while on a visit there. 

Born in Paris, Mr. St. Georges 
attended school in London, studied 
at the Sorbonne, earned a Master 
Mariner’s certificate before World 
War I and served as a pilot with 
the British Royal Air Force dur- 
ing the war. He came to the U. S. 
in 1919. He worked on the old 
New York World as a feature 
writer, became a U. S. citizen and 
taught school before entering the 
advertising business. 

His advertising career began in 
1923, when he became a copywriter 
for N. W. Ayer & Son in Phila- 
delphia. After 14 years with the 
agency, during which time he be- 
came an account executive and a 
member of the plans board, Mr. 
St. Georges moved over to Erwin, 
Wasey & Co., first as copy chief, 
then as an account executive. 


® In 1939, Mr. St. Georges and 
Stanley J. Keyes Jr., another ac- 
count executive, resigned from 
Erwin, Wasey and formed their 
own agency, St. Georges & Keyes. 
In 1953, Mr. St. Georges retired 
as board chairman. 

While in retirement, he handled 
Economic Cooperation Adminis- 
tration missions overseas and 
served as special promotional con- 
sultant to the copper industry. 

In 1954 he came out of retire- 
ment and formed a new adver- 
tising agency bearing his name. 

During his advertising career, he 
planned campaigns for Kellogg, 
R. J. Reynolds and an award-win- 
ning institutional program for E. 
R. Squibb. He was a pioneer in 
the development of ‘“public-ser- 
vice” advertising as a basic con- 
cept, notable in the World War II 
campaigns of Revere Copper & 
Brass Co. 


ROBERT C. MAXWELL 


PRINCETON, N. J., March 10— 
Robert C. Maxwell, 81, founder 
and president of one of the largest 
outdoor advertising agencies in the 
country, R. C. Maxwell Co., Tren- 
ton, died here at his home yester- 
day, after a long illness. A native 
of St. Charles, Mo., he entered the 
outdoor advertising business as a 
young man and founded his own 
company in 1894. It has offices 
‘in New York and Atlantic City. 


(Continued from Page 1) 
tion philosophy which was ex- 
pressed in the Sherman Act more 
than 65 years ago.” 

Summing up its objections to 
fair trade, the committee says: 
“The prominent existence of a 
federal price-fixing exemption not 
‘only symbolizes a radical depar- 
ture from national anti-trust pol- 
‘icy without commensurate gains; 
but it extends an invitation for 
further encroachment on the free 
market philosophy that the anti- 
trust laws subserve.” 

For the most part the committee 
wants the Sherman and Clayton 
Acts left as they are. It indorses 
current interpretations of these 
laws, including the position of the 
“new” FTC majority that sellers 
have a right under the Clayton Act 
to cut their prices in order to meet 
offers of a competing seller. 


= (The right to cut prices to meet 
competition looms as a major con- 
troversy. Sponsors of the Robin- 
son-Patman Act claim the com- 
mission’s present policy gives a big 
loophole to sellers who want to 
give price advantages to favorite 
customers. They contend the right 
to cut prices to meet competition 
is not absolute and must give way 
if there is danger that the result- 
ing price will injure competition 
among retailers.) 

From the standpoint of fair 
traders, defeat of the committee’s 
repeal recommendation is a life- 
or-death matter. Though price 
maintenance agreements are 
written under state laws, the 
whole system would collapse with- 
out the federal enabling statute 
which gives an exemption from 
the price fixing provisions of the 
Sherman and Clayton Acts. 

When it appears around March 
31, the report will give fresh am- 
munition to the career government 
people who have been traditional 
foes of fair trade. 


® In depression days they fought 
desperately to block the Miller- 
Tydings Act, the original federal 
fair trade law. Four years ago, 
when the Supreme Court found 
flaws in Miller-Tydings, they tried 
to dissuade Congress from passing 
the McGuire Act patching up the 
legal holes. 

But fair traders have always 
done well in Congress. Unable to 
get Miller-Tydings through on its 
own, they hitched it to a veto- 
proof appropriations bill in 1936, 
a legislative maneuver that was 
possible only because they had 
overwhelming strength. In the 
showdown on the McGuire Act, 
they piled up top-heavy majorities 
in both houses, which convinced 
President Harry Truman that re- 
sistance would be futile. 

There is no lack of volunteers 
in Congress to stand up for the 
fair traders. Among the most 
prominent, however, is Sen. Hu- 
bert Humphrey (D., Minn.), who 
is a former druggist. He has al- 
ready announced that his Senate 
small business subcommittee has 
fair trade on its agenda. 


® Other committees are ready to 
make the attorney general’s com- 
mittee explain its position. Among 
them are the Senate judiciary 
‘committee and the full Senate 
small business committee. 

On the House side, the fair 
traders can expect trouble from 
Rep. Emanuel Celler (D., N. Y.), 
chairman of the House judiciary 
committee, who is an anti-fair 
trader from *way back. But four 
years ago the committee brushed 
Rep. Celler out of the way and 
forced the McGuire bill to the 
floor over his protest. 
| While the “new” Federal Trade 
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,Commission majority has been 
kinder to fair trade than previous 
commissions, the commission re- 
cently made it clear that FTC will 
not give aid and comfort to fair 
trade. 

Since the arrival of Chairman 
Edward F. Howrey, FTC has 
dropped several cases, contending 
that the use of fair trade in a 
handful of limited situations is not 
covered by the McGuire Act. In 
explaining these actions, Chair- 
man Howrey said the commission 
does not want to quibble over the 
meaning of the law in view of the 
fact that fair trade enjoys such 
heavy congressional support. 


@ On the other hand, he recently 
led the commission in adopting a 
policy statement which says in 
effect that FTC will not come to 
the rescue of a retailer who finds 
that discount houses are cutting 
prices on fair trade goods. 

In a letter to an unidentified 
association of retail jewelers, the 
commission contended that fair 
trade agreements are written un- 
der state law and ought to be en- 
forced in state courts. The com- 
mission suggested that retailers 
sue the discounters, or cut their 
own prices in retaliation. 

This FTC statement has been a 
disturbing setback for fair traders, 
who argue that it is an “unfair 
trade practice” for a manufacturer 
to deal with discount houses while 
binding other retailers to a fair 
trade contract. 

This issue was originally raised 
by former Federal Trade Com- 
missioner Albert Carretta, who 
contends that FTC has an obliga- 
tion to force manufacturers to deal 
with all distributors on the same 
terms. Mr. Carretta considers it a 
violation of the FTC Act for the 
manufacturer to let one distributor 
sell at a lower price than another. 


® Since the commission issued its 
statement refusing to intervene in 
such situations, he has been ad- 
vising retail groups that new leg- 
islation may be needed to force 
FTC to proceed against manufac- 
turers who sell to price cutters. 

He sees a parallel between the 
fair trade situation and the “hot 
oil” laws which were passed in the 
early 1930s. 

Under these laws, individual 
states fixed the maximum amount 
of oil that could be shipped each 
year. But they were powerless to 
deal with interstate operators who 
handled “hot oil” in excess of the 
quota limits. 

To curb this practice the federal 
government passed the Connally 
“hot oil” act in 1935, which made 
it a federal offense to ship oil in 
excess of the amounts permitted 
by the states. 

Mr. Carretta feels fair traders 
would be on sound ground in de- 
manding the same kind of federal 
assistance in inforcing the fair 
trade laws which are on the books 
in at least 40 states. 


NFAA Elects Officers; 
Plans April Convention 
National Federation of Adver- 
tising Agencies has elected Robert 
W. Maercklein, Maercklein-Nelson 
Advertising, Milwaukee, president. 
Other officers include Jack T. 
Holmes, Jack T. Holmes & Asso- 
ciates, Ft. Worth, lst v.p.; Arnold 


Rosoff, Arnold & Co., Boston, 2nd 
v.p.; C. R. Sullivan, Associated 
Advertising Agency, Wichita, 


treasurer, and Wanda S. Mat- 
thews, NFAA headquarters, Los 
Angeles, national secretary (re- 
elected). 

NFAA will hold its second na- 
tional convention April 13 to 15 
in the Escape Hotel, Ft. Lauder- 
dale, Fla. 
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Tullar Van Sant 


GREETINGS—Bud Hartman, Ridder-Johns, newly elec- 
ted president of the Los Angeles Newspaper Repre- 
sentatives Assn., congratulates L. S. Van Sant, of 
the Bureau of Advertising, American Newspaper 
Publishers Assn., of whose new Los Angeles office 


Manning Hartman 


Mr. Van Sant is to be manager. With them are Stan 
Manning, Ralph Harker & Associates, retiring head 
of the Los Angeles AANR group; Dick Tullar, Cres- 
mar & Woodward, v.p. of the group; Jim Pounds, 
Moloney, Regan & Schmitt, secretary-treasurer. 


Patterson Shaner 


Pounds SALESMAN OF DISTINCTION—Fred Shaner, regional manager for Haire 
Publishing Co.’s New England territory, receives the Distinguished 
Salesman Award of the New York Sales Executives Club. Joseph L. 
Wood, club president, shakes the winner’s hand, while Richard A. 
Patterson, New York City commissioner of commerce, beams his 

approval. 


LURES FOR COMMERCIAL-DODGERS—Part of Earle Ludgin & Co.’s “keep ’em guessing” pro- 
gram for luring tv commercial-dodgers are two current Stopette films for use on CBS’ 
“What’s My Line.” Making its bow Sunday, March 13, is “Millie’s Millions,” a Pickford- 
era flicker shown in the first three stills above. It tells of friendless Millie (left), a 
gal with millions who “could never find a deodorant that really worked.” Then she en- 


Sprays 20 feet wee for este leagte 


PRIZE PACKAGES—Among almost 500 entries in the 19th National Variety Packaging 
Competition, 26 silver and gold award winners were chosen, including the nine pack- 
ages shown here. The packages, with their respective divisions and awards, are: in- 
fant’s knit sweater set, Pioneer Knitwear Co., New York, designed by David Kurtz, 
Pioneer, and distributed by Manufacturers Exchange, New York, gold award, miscel- 
laneous. Inner Seal weatherstripping, Bridgeport Fabrics, Bridgeport, Conn., designed 
and made by Cambridge Paper Box Co., Cambridge, Mass., gold award, hardware, 
paint and electrics. Carry case with barrettes and Junior Miss carry case, Tip Top 
Products Co., Omaha, designed by Stewart Simmons Co., Waterloo, Ia., with Ben Sack- 
heim Inc., New York, silver award, notions and related lines. V-2 flying rocket, Hendo 


* Party. 


tered the lair of Ferdie the Pharmacist, who sold her Stopette (center), eventually 
married her and lighted his cigars with Millie’s $100 bills (right). At far right is a 
still from another Stopette commercial, which appeared two weeks ago. It employs 
Dorothy Jarnac for an antic ballet “interpreting” the sales pitch of the Stopette an- 
nouncer. John H, Baxter, Ludgin v.p. and creative director, master-minded the efforts. 
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Products Corp., Flushing, N. Y., designed by Calvin Rouse, president, Hendo, silver 
award, toys and games. Necklaces and earrings do-it-yourself packages, Dorothy Flicek 
Industries, Chicago, designed by Leo J. Kelley Jr., Flicek; and glitter trim card, de- 
signed by Baim-Omen Studios, Chicago, silver award, notions and related 
lines. Balboa double-tube sprinkler, Resinite Sales Corp., Santa Barbara, silver 
award, hardware, paint and electrics. Dritz sewing aid line, John Dritz & Sons, New 
York, designed by Alfred B. Caringm Dritz, gold award, notions and related lines. Bal- 
loon party package, Eagle Rubber Co., Ashland, O., by Dobeckmun Co., Cleveland, 
silver award, toys and games. Toilet top tray package, Pretty Products, Coshocton, O., 
designed by Bradley & Gilbert, Louisville, silver award, household and housewares. 
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DOT 


A TRULY GREAT NAME IN PHOTO-ENGRAVING 


RAY KANE, 


A DYNAMIC SELLING 


Presents 


TEAM 


TO SERVE YOU 


JOE RISOLUTE, PAUL WILLIAMS 


Sales Manager Ass't Sales Mgr. 


JOE HART 


ART SINSABAUGH ED PECARA 


BOT Peprovers, 


Meet the men from Dot! They know from 
years of experience how to use the art of 
photo engraving to make your job easier 
and less complicated. They have the back- 
ing of the finest craftsmen in photo engrav- 
ing—working in one of the best equipped 
plants in the entire country. 

Dot has always had progressive ideas in 
photo engraving. Many of the nation’s fin- 
est color ads have come from the Dot plant. 
Today, more than ever, Dot is in a strong 
position to give you the type of speedy 
service you need to do a better job with 
precision and quality unsurpassed— 
whether it's black and white or color. 


MARTIN H. ROEFER 
President 


600 W VAN BUREN ST CHICAGO 7 


TELEPHONE STATE 2-5367 
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THE 


LANDING 


STRIP 


as seen by 
JOHN BURGOYNE 


Every time I type the title of this 
column, it reminds me of a crack 
made by Tokyo Rose (wonder what- 
ever happened to her?) during the 
last hot war. Out on Saipan, I think 
it was, the Air Force was hammering 
out a huge new airstrip, supposedly 
top secret. Sweating away under 
camouflage and great difficulty, they 
were keeping the deal super-hush, 
as a great surprise to the Nips. So, 
in the midst of the “hidden” activity 
Rose came on the air one night and 
coyly cooed, “Don’t look now, boys, 
but your strip is showing!” 


im ie 


If a lot of advertisers would look 
now, they’d find a lot of things 
showing they should keep hidden. 
Campaigns with the wrong appeal. 
Packages that encourage a shopper’s 
roving eye to keep roving. A new 
product that still needs some little 
change before it turns into a winner. 


xk *& 


The smart thing to do is to take a 
look first . . . and Burgoyne is the 
man who can do your looking for 
you. In 17 hand-picked test-cities, 
Burgoyne crews are on the mark, all 
set to go out and get the facts about 
your product, your advertising, your 
marketing methods. 


xk * 


We did this for a medicine maker 
(ah, sweet dreams of Hadacol!). The 
man had a good, sound panacea, 
though not one of those dream elixirs 
that make everybody well, especially 
the manufacturer. We made test 
studies in Canton, Omaha, Dayton 
and Roanoke, using exactly the same 
copy, same package, same everything 
but price. And we very quickly dis- 
covered that nearly doubling the 
price had no appreciable effect on 
total sales. So now he’s expanding his 
sales area at the new, high price 
(there’s a twist for you), and he’s 
twice as happy as he was before. 


“a & 


Then there is the manufacturer who 
convinced a drug chain in two of our 
cities, Columbus and Rockford, that 
they should stock his new product, 
formerly perishable, now reformu- 
lated and foil-wrapped. After sixty 
days he was ringing up “no sales” 
all around the circuit. We suggested 
that he might try it out in super 
markets in Cincinnati and South 
Bend, and the product clicked with 
harried housewives in a hurry. Su- 
permarts and drugstores are fast be- 
coming interchangeable on many 
items, but there are still many more 
that will sell out in one place and 
garner nothing but dust in another. 


xk 


When your organization gets into a 
hassle about any marketing problem, 
a letter or phone call will bring us 
running with some dope on getting 
out of hassles. Try it and see... 


WMOEX, WE 


FIRST WATIOMAL BANK BLDG., CINCINNATI 2, Ont0 | rectors. 
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(Continued from Page 1) 
vertising did us more good than 
our own did.” 


® Ward’s ads had made Mr. Wolf- 
son so “hopping mad,” Mr. Bilder- 
see said, that, at 11 p.m. last 
night, he ordered several 9x15’ 
blow-ups of the ad to use in his 
presentation to the stockholders 
this afternoon. 

Mr. Avery had anticipated Mr. 
Wolfson with page ads in the four 
Chicago papers. They read as fol- 
lows: “You have received an in- 
vitation from Mr. Louis E. Wolf- 
son to meet with him today and 
discuss his wish to take control of 
Montgomery Ward & Co. Presum- 
ably you will be permitted to ask 
what his plans would be for man- 
aging the company,” the ad said. 

It then asked a series of ques- 
tions which, in effect, charged that 
Mr. Wolfson was intending to 
make a “quick profit of more than 
25% on cost,” that he had milked 
other companies, and numerous 
other charges. 

A similar ad was used by Ward’s 
in San Francisco on the day that 
Mr. Wolfson held his meeting 
there. He had answered the Avery 
charges in San Francisco, but went 
even further in Chicago. 


® He rigged the huge placards on 
the stage of the grand ballroom of 
the Conrad Hilton Hotel and de- 
voted most of his two-hour meet- 
ing with over 1,200 stockholders 
to lambasting the Ward manage- 
ment for spending corporation 
money on ads to fight him. 

The placards provided a dra- 
matic background for Mr. Wolfson 
to answer the charges of Mr. Avery 
and to point up the difference be- 
tween his tactics in the proxy 
struggle and the tactics of his op- 
ponent. 

“It is your money,” he bellowed 
to stockholders, “that paid for 
these ads against me.” He told the 
meeting that he expected to spend 
about $350,000 on his campaign. 
But, he continued, the board of di- 
rectors at Ward’s has given the 
president, Edmund A. Krider, the 
go-ahead to spend any amount 
necessary in the fight for control 
of the company. 

When asked if Mr. Wolfson 
would use newspaper space to fur- 
ther answer Mr. Avery’s charges, 
Mr. Bildersee said, “I won’t say 
that we won’t use newspaper 
space, but I can’t tell yet. We can 
do it in 48 hours and we may, if 
we think we need to.” 


= The pattern of the Wolfson- 
Avery fight is beginning to shape 
up similarly to the New York Cen- 
tral-Robert R. Young fight. Al- 
though Mr. Young did not use a 
p.r. organization, he did have a 
large staff of public relations peo- 
ple. 

Both of the parties in the pres- 
ent fight have hired p.r. organiza- 
tions. Mr. Wolfson is using the 
Same company that has handled 
his other corporations, Merritt- 
Chapman & Scott, New York Ship 
Co. and Capitol Transit. Mr. Avery 
has retained Selvage & Lee. 

The expenditure of the New 
York Central management is re- 
ported to have exceeded Mr. 
Young’s. It looks like the same 
/proportion may occur in the pres- 
ent fight. Mr. Avery has, to date, 
/bought page ads in about 50 news- 
papers. 


|@ Mr. Wolfson has bought space 
for a 75-line two-column ad in 
|about 30 papers. Mr. Bildersee es- 
timates that the committee will 
send out three or four mailings be- 
fore April 22, the date of the 
| election of the Ward board of di- 
A spokesman for Mr. 


Wolfson, Avery Bid for Stockholders 
Proxy Votes by Using Newspaper Ads 


Avery estimated that his group 
might send out as many as ten 
mailings. 

Ward’s so far as been unwilling 
to disclose how much or what it 
will do in the campaign. Handly 
Wright of Selvage & Lee told AA 
today that, “we will keep our 
stockholders informed so they can 
make up their own minds when 
voting time comes.” 


WOLFSON NOMINATES 
BERNICE FITZ-GIBBON 

Detroit, March 10—Louis E. 
Wolfson, fighting for control of 
Montgomery Ward & Co., Chicago, 
today nominated the well known 
advertising woman, Bernice Fitz- 
Gibbon, as a member of the board 
of directors of the mail order com- 
pany in the event he is successful. 

Miss Fitz-Gibbon, reputedly the 
author of the slogan, “Nobody But 
Nobody Undersells Gimbel’s,” for- 
merly was advertising manager 
of R. H. Macy & Co., Gimbel 
Bros. and John Wanamaker. She 
now operates her own consulting 
agency, Bernice Fitz-Gibbon Inc. 

Miss Fitz-Gibbon’s nomination 
fulfills Mr. Wolfson’s pledge that 
he would have a prominent wom- 
an merchandising executive on his 
slate. Mr. Wolfson, in Detroit to 
address a meeting of local Mont- 
gomery Ward shareholders tomor- 
row, announced that Miss Fitz- 
Gibbon owns 200 shares of Mont- 
gomery Ward common stock. 

At a similar meeting in Chicago 
yesterday, Mr. Wolfson said he 
had spent $350,000 so far in his 
campaign and would spend “much 
more” before the board of direc- 
tors election at the annual Mont- 
gomery Ward shareholders meet- 
ing, scheduled to be held April 22. 


‘Digest’ Wraps 
Charter Ads in 
Fattest Issue 


(Continued from Page 1) 
Squibb (Sweeta and tooth- 
brushes), Studebaker-Packard 
(Studebaker), Sugar Information 
Inc., Trans World Airlines and 
Union Carbide & Carbon. 


® The Digest, which received or- 
ders for 1,107 pages of advertis- 
ing last November, when it an- 
nounced it would accept advertis- 
ing, has signed a total of 108 ad- 
vertisers. They will run copy be- 
tween April, 1955, and March, 
1956. These advertisers will use a 
total of 384 pages in that 12-month 
period, worth about $11,000,000 in 
ad revenue to the Digest. 

In its April issue, the Digest 
will carry 72 pages of coated 
stock to accommodate the adver- 
tising, while editorial pages will 
be printed on 144 pages of the 
Digest’s usual antique finish stock. 
Fred D. Thompson Jr., advertising 
director for the domestic Digest, 
said “we hope to go to all coated 
stock eventually.” 


® Most of the advertising in the 
April issue will push food prod- 
ucts. Automotive advertisers are 
represented by Chrysler, Ford 
and Studebaker-Packard. Only 
General Mills has a spread. Four- 
teen advertisers have copy in the 
first 16 pages of the April issue, 
with Douglas Aircraft on Page 1. 
The remainder of the advertisers 
appear between Pages 181 and 216, 
last page of the book. These are 
|opposite editorial pages. Life 
_ Savers’ copy occupies the last 
page. 

Here are the agencies which 


placed ad copy in the April Digest: 


Advertising Age, March 


14, 1955 
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ART MAN’S THANKS—Tom Morrow, artist on the Scandale campaign, 
received a watch from his boss, Milton Rockmore, president of the 
Rockmore Co., as a gift. Apparently unable to get the saucy French 
coquettes (left), with which Scandale advertising is now identified, 
out of his mind Mr. Morrow sketched the amusing parody shown 
above to express his thanks. It reads: “I feel I’ve got nothing on.” 
Inside explanation: “Unless I’m wearing your watch.” Incidentally, 
the Scandale foundations campaign has won the Henry Hoke award 
for the best direct mail promotion . 


J. Walter Thompson Co.—Douglas,| signed non-cancellable contracts, 


Eastman, Ford, Kraft, Parker and) 


Scott. 

Young & Rubicam—Borden, 
General Electric, General Foods, 
Goodyear, Johnson & Johnson, 
Life Savers. 

Batten, Barton, Durstine & Os- 
born—Ethyl, General Mills, Trans 
World Airlines. 

Benton & Bowles—Assn. of 
American Railroads, Procter & 
Gamble. 

N. W. Ayer & Son—AT&T, Elec- 
tric Light & Power, Chrysler. 

Foote, Cone & Belding—Federa- 
tion of Swiss Watch Manufactur- 
ers. 

McCann-Erickson — National 
Cash Register. 

J. M. Mathes—Economic Lab- 
oratories, Union Carbide. 


Compton  Advertising-Socony- 
Vacuum. 
Beaumont & Hohman—Grey- 
hound. 


Leeford Advertising—Reming- 
ton Rand. 

Cunningham & Walsh—Squibb. 

Roche, Williams & Cleary— 
Studebaker-Packard. 

Leo Burnett Co.—Sugar Infor- 
mation. 


=@ Mr. Thompson said that adver- 
tisers in the first 12 issues had 


but he indicated that this provis- 
ion would not be regarded as 
binding if anyone who wanted out 
would give “reasonable notice” 
and supply a “justifiable” reason. 

The previous biggest issue pub- 
lished by the Digest came in Feb- 
ruary, 1947, when 192 pages ap- 
peared. Recently, the Digest size 
has been about 168 pages an issue. 


2,600 People Move 


They move into Florida every week, that is. 


Our State C. of C. says it will take a 
billion $ worth of public works the next 
four years to provide facilities for these 
people. 


2,600 come in every week, 52 weeks 
in the year, about 150,000 a year. 


Central Florida is getting its share. 
They all do not land in Miami. 


That’s why our newspaper is the most 
growing-est, the most productive for your 
advertising $. Make money plenty in this 
rich 250,000 population vegetable, fruit 
and cattle area. 


Orlando Sentinel-Star 


MARTIN ANDERSEN—Editor, Owner, Ad-Writer & 
Galley Boy 


Orlando, Florida 


Nat. Rep. Burke, Kuipers & Mahoney 


The NEWS of the Rockies 


Our 1,589,625 lines of clothing stores 
copy in 1954 amounted to 56.3% of 
the total linage in this two-newspaper 


field. 
(Media Records) 
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Advertising Age, March 14, 1955 


aS, — Ss a 
Critics 0.K. Plan | ) Last Minute News Plashes NBC Radio Sets ; 
‘ _| FTC Distorted Facts, Ad Specialty Assn. Declares — 
for HY Census Cuicaco, March 11—The Advertising Specialty National Assn., con- May l for Secret pre 
-|vening here, today accused the Federal Trade Commission of “distor- colt 
tion” in its statement ordering the group to cease and desist from ed 
f M f conspiring to fix prices (See story on Page 2). The “offense,” ASNA W k d P k 
0 anu actures said, “boils down to little more than informal jobber discussions on the ee en ac age 
* | dangers of price cutting.” fan 
WASHINGTON, March 11—The Cuicaco, March 11—Whatever ——— 
census committee of the Advisory Marlboro Sets Up Free Smokes for New Yorkers Robert W. Sarnoff specifically at 
Council on Federal Reports— New York, March 11—Philip Morris & Co. took a page in the Daily |meant in announcing last week a you’! 
which sponsored a report highly Mirror today which said, in part...“To introduce new Marlboro filter |m¢w NBC Radio weekend package or be 
critical of Census of Manufac- ... you and all New York are invited to free smokes at 100 Park Ave.|to help revive network radio is Sala 
tures tabulations and definitions— (offices of Philip Morris) all day today—8 to 6...” Some 10,000 New |Still shrouded in secrecy; but the Our 
has “unanimously approved and Yorkers had responded to the unusual sampling offer by AA’s press |M@W package has at least been 
commended” a Census Bureau | SAMUEL G. HOWARD has joined Con-| time, and the company expected another 5,000 to stop by for a full | S'ven a D-Day. it cor 
plan which promises additional|/ner Advertising Agency, Denver,| pack of Marlboros by the end of the day. This is the first time a sam- ve nie as wha Pr F gre “ A - 
descriptive matter and tabula-| qs q stockholder and v.p. Mr. How-| pling of this nature has been tried; whether or not it will be repeated sd = ~~ ate a. saul stad ene 
= gy * ‘“" 1954 ae ard, formerly manager of Denver|in other cities awaits the company’s evaluation. Leo Burnett Co. is tT pasthenaiia gre seen Gay able 
of the pong iia. tae anaes Transportation Advertising Co. and he eae ae hope to have information on just nee 
take into consideration all sugges: oor sales, merchandising plane| Five Agencies Vie for $1.200.000 Army Account = [Wit tS Set nees ume WY 
pms it clear pon dak Gee and account development for the| WASHINGTON, March 11—The Army today picked five agencies to| Beyond that, however, Mr. Sar- pobre 
is no possibility at this time. of agency make oral presentations March 24-25 on the $1,200,000 Army and/|noff still seems to have spoken Shor 
bringing about changes in industry ; Army Reserve recruiting account. Finalists are Dancer-Fitzgerald-|the definitive—if mystifying— - aig 
definitions which involve modifi- : Sample (current agency on the account), Marschalk and Pratt divi- word on the new programming. ‘. 
cation of the government’s Stand- Nets Break Almost sion, McCann-Erickson, Buchanan & Co., Grant Advertising (which|Speaking last week before the ope 
ard Industrial Classification sys- Sie - preceded D-F-S on the account) and Doherty, Clifford, Steers &|Minneapolis Sales Execs Club, Mr. Agel 
tem (AA, March 7). Even in ‘Emmy Shenfield. Samoff said the radio networks in 
- must review the type of service PRO 
Fa es res a ccnets| Television Awards Milk Canner Seeks Agency; Other Late News ines ete reine. wal spoke of wor 
at a meeting of the 40- is- e Farm Fresh Milk Products Corp., New York, will introduce fresh|plans for “a new national radio Stat 
ory povcconig The sarees ee ee if ae yc whole milk in vacuum cans in approximately 150 markets about March | programming service” at NBC. Paes 
secret, and, in keeping with advis- Sag bet “ “7 . we ‘ae then 15. In use by the Army for three years, the product reportedly will not sala 
ory council policy, there was no a th afivoesr y es rie d 8 i spoil or lose its milk taste and can be stored for up to a year. Competi-|# As part of this, presumably, 
statement. But E. E. McConnell, Tel i sevent A a: a “oe . tively priced, it is now being canned in McMinnville, Tenn., but plans | NBC’s exec v.p. confirmed the fact BO 
treasurer of Norton Co., Worcester, ry rind - crences| are afoot for regional canners. The company expects to pick an adver-|that NBC is working on a new Top 
Mass., who is chairman of the a ve tising agency from six finalists. weekend programming service, to ing 
full = Bibra ositietiad. teak. ta Whether this is a coincidence or begin early Saturday morning and oale 
Census of iManutastures commit- not, NBC snagged seven of the)» Adam Hat Stores has decided to retain Friend-Reiss Advertising,|;ryn around the clock until late an 
tee “approved and commended” awards, CBS seven, and ABC six.) New York, as its agency. The retail hat chain previously invited solici- Sunday night. nt 
the tabulation plan. One award went to a tv film tations from agencies and actually heard several presentations (AA,| “It will be a service that for the aot 
series, “Stories of the Century,”|Fep. 28). The account is for the local advertising of the 250 Adam|first time wipes away the arti- 
# In an effort to reduce the dan- anges P oad Psy Spal stores. ficial barrier between radio and — 
ee ge rg ag Pos tributed by Hollywood Television | e Browne Vintners Co., New York, is moving its White Horse Scotch ceecnaeenisanenareneians Sone 
beginning of seach industry report Service Inc. ; whisky account from Kenyon & Eckhardt to Doherty, Clifford, Steers stars,” he said. “It will tell the 6 N 
is expanded to discuss such facts _- 90-minute telecast, carried & Shenfield, effective June 1. news when it happens anywhere a 
as the amount of “in-plant pro- ag H hides oy go Raeggy raion e A. E. Hanser, formerly v.p. of the Biow Co., has joined Ted Bates &|in the world, from Moscow to 
duction which is not reflected in = cy weass — ouge, Co. as an account executive on Colgate-Palmolive. Minneapolis. It will present live 
final shi ms tant char- with cutine trom New eK : : reports from backstage Broadway I 
nat Snipments. important char-| Nino's La Rue. Steve Allen was|e R. F. Pierce, formerly with Lennen & Newell; R. D. Hawkins, with a ; A ’ 7 field , 
acteristics of the industry will be! the emcee, with Jimmy Durante,|Henri, Hurst & McDonald, and Sheldon Moyer, formerly with D. P. ae sree + in poche Lo ' 
explained go special effort made George Burns, Jack Benny, Danny| Brother & Co., have joined Kenyon & Eckhardt in New York, Chicago - d ee vag d vein ie® os aie i . 
py resadinathns pbb on Thomas, Ralph Edwards and Dr.|and Detroit, respectively. . Mr. Sarnoff pth tronll that NBC 
‘ try report. F rank Baxter aes gr at coal e Walter R. Holmes, formerly with Metropolitan Sunday Newspapers, | has been moving toward this kind 
e Dr. Burgess said the process of ced pry of the 21 national) has joined the New York sales staff of Newsweek. of service gradually but steadily. 
i revising the system has been un- z This was a reference to long af- { 
; der way for several years and that ; . T M 'G " ? ‘had been trying to get Mr. Win-|ternoon programs like “Weekend” i 
: the end still is not in sight. (The r National I steerer were Best oo any r ip es, | chell to go easy on the stock mar- and “Roadshow,” in which adver- ‘ 
bg “goal” for revision of the system dramatic series, ““U. S. Steel Hour, S Wi h ll ABC ket tipping, but Mr. Kintner said|tisers can buy one-minute parti- 
i is tentatively Jan. 1, 1958.) ed Drs Fira ag ony Oo incnell, only: “ABC regrets the termination eg J ; | 
# id it is “ iate” 7 : , r ms have not ex- 
: take = noe ae at the Standard neyland,” ABC; situation comedy| Part after 25 Years Med tn. ad wage a re ater bolt pygioes Br viacl effect 
: iennat series, “Make Room for Daddy,” onship with its networks. An the indust Th twork’ 
Industrial Classification system ADC: Garlsie goriak techadins tins New York, March 11—Walter|honest disagreement in our rela-|°" e industry. e network’s 
and explained that this will be prin Plated “Tenant > ARC Winchell will end his 25-year as-|tions could not be resolved and o&o stations in New York and a 
much easier after the 1954 census eee die oud has pa A ane FER ver tor sociation with the American|ABC felt its long and mutually Chicago, for example, do not even 
because this census will be on! 51, Del ABC: cultural, reli.|Broadcasting Co. effective Dec. 25,|beneficial association with Mr.|°@!Ty “Roadshow”—they carry lo- - 
Univac tapes, which can be read- gious are educational program,|°" ©atlier if possible. Winchell required consent to his|‘°! disc jockey shows instead. 
ily analyzed at a future date. “Omnibus,” CBS. "| There was a report that the Na-| request for a release from his ABC = Presumably, however, the new 
iS Pp Ww t h k Children’s | program, “Lassie,” aaa ym oY immedi- contract effective Dec. a 1955, ro programming oi te besed on 
WISS aicnmaker CBS; actor in a single perform- oa A bard silted <Ginaee porters — if contractual details will participations also. Mr. Sarnoff 
ance, Robert Cummings in Pog A | arcaae observed of the present weekend 
Ads Call Commerce “Twelve Angry Men,” CBS: ac- re secgueam _ — —— TT a Th gets about $520 shows that, “no single advertiser 
’ ’ tress in single performance, Judith | 70"" P WS lately because 0 e newsman gets abou 7 
é a Two-Way Street Anderson _— P “Macbeth,” NBC; |his stock market tipster activities. | 000 a year for his Sunday night a page «og Bpcwon 0 
New York, March 11—The| actor starring in a regular series,|At press time NBC said there had/15-minute simulcast, which is/ j.,,orted by a number of adver- 
Watehmakers ’ of Switzerland is| Danny Thomas, ABC; actress star- been informal discussions between |sponsored over 365 radio and 45 tisers, each buying the amount 
running 7-column space in New ring in a regular series, Loretta) Mr. Winchell and one of the net-/tv stations by American Safety | and type of advertising space he 
York and Washington papers to| Young, NBC. work’s v.p.s, nothing more. Razor Corp. and Bayuk cigars. Mr. | needed.” 
point out that the Swiss have| Supporting actor in a regular Mr. Winchell said he asked for|Winchell has indicated that he) Generally, it appeared that the 
i bought $1.5 billion worth of Amer-| Series, Art Carney of the “Jackie|@ release from his lifetime contract | would like his sponsors to agree to| new programming would encom- 
ican products in the past nine Gleason Show,” CBS; supporting} with ABC because of a disagree- have his ABC contract cancelled pass two seemingly conflicting 
| years—“Paid cash for them, too.” actress in a regular series, Audrey |ment over finances and insurance.|in June, when the next cycle ends. concepts: (1) to offer the public 
| In the same period the ad points Meadows, also of the “Jackie Pointing out that he had an “ac- Albert Goetz, ad manager of news and variety material which 
| out, the U. S. purchased $1 billion Gleason Show”; western or ad-}|cumulation of gripes” with the net-| ASR, said there had been no ac-|jt “can’t get from any other 
i worth of Swiss goods—half in venture series, “Stories of the|work—a fact which insiders at/tion on Mr. Winchell’s request and source” (i.e., from television); (2) 
watches and watch movements. Century,” syndicated. _ |ABC could confirm—he said the) probably won’t be for a while, with to develop a close working alli- 
The ad, prepared by Foote, Cone| Mystery or _ intrigue  series,|dispute came to a head when he|several executives out of town, | ance with television “we intend to 
& Belding, calls this “a good ex-| Dragnet,” NBC; audience, guest|discovered “loopholes” in a $1,000,-/and the “show contracted for) include in our radio service a tal- 
ample of two-way street trade” participation or panel program,|000 insurance policy taken out by/|through June.” ASR, a sponsor of | ent workshop—a place where tele- 
and decries the “narrowing of| 2is Is Your Life,” NBC; most|the network to protect him from|the program since early 1954, re-| vision can develop its new stars 
| this street” by the 50% tariff in-|0Utstanding new _pers onality,|libel. ports that the commentator has| by giving them a chance to work 
f crease on Swiss watches and| George Gobel, “George Gobel “done a good job for us.” As for) before a national radio audience,” 


“Good will between) 
friendly nations cannot go very 
far on a one-way street,” the ad 


movements Show,” NBC; male singer, Perry|s Another grievance cited by the 
’ , . . ». | : 
Como, CBS; female singer, Dinah|commentator was Mr. Kintner’s | that would “depend on time and) As for the affiliates, at this 
, Shore, NBC; sports program, | refusal to carry out his promise’ station facilities offered.” | writing they seemed as much in 
states. “Gillette Cavaleade of Sports,”|to give him 10,000 shares of ABC the dark about the new service as 
| The campaign broke in The New| NBC; daytime program, “Art| stock in exchange for a salary cut.)\™ Robert Raidt, ad director of|the public. 
| York Times yesterday and was|/inkletter’s House Party,” CBS. |Mr. Winchell told reporters that|Bayuk, expressed regret at the 

continued today in the Journal of ‘the break had nothing to do with! break between Winchell and ABC | Tide Water Promotes Hennet 
’ Commerce, New York Herald General Tire Boosts Dight ‘the “Wall Street hassel.” Wit-|and said: “Our own future can on- James W. Hennet has been 


Tribune and Washington Post. The| General Tire & Rubber Co., Ak-| messes before the Senate stock |ly be determined when the situa- named export advertising super- 


following him to another network, | Mr. Sarnoff said. 


ad will run Monday in the New ron, O., has promoted Kenneth W.|market hearings have criticized | tion is clarified and we know what visor for the eastern division of 
York World-Telegram & Sun and Dight to sales promotion manager.| Winchell’s wholesale tipping as a|new factors are present.” Mean- Tide Water Associated Oil Co., 
while, Bayuk stays with the show New York. He has been export ad- 


There were reports that ABC|through June, as contracted. vertising assistant since 1951, ~ 


Washington Star and Tuesday in Mr. Dight joined the company in bad influence on the market. 
the Wall Street Journal. February, 1952, as a copywriter. | 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and 


spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $14.50 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 
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HELP WANTED 


HELP WANTED 


LAYOUT ARTIST 

Can you create fresh, modern layouts 
from roughs to comps? Got at least 5 
years’ agency experience? Like to live in 
a Lake Michigan resort town near 
rivers.. lakes...state parks. ..where 
you’re five minutes from office to home 
or beach? You can grow with this small, 
solid agency handling national accounts. 
Salary will match what you have to offer. 
Our staff knows of this ad. 

Box 7365, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


COPYWRITERS 

A - Copy-Contact man - AAAA Adver- 
tising agency. Must have strong back- 
ground in mechanized farm implements, 
able to handle consumer and trade space 
advertising, also prepare catalogs direct, 
merchandising, sales training materials. 
Location - Ohio - Salary $12,000. 

B - Copywriter, heavy food experience. 
West Coast. $12,000. 

C - Copywriter and general advertising 
man for paint company, Chicago. To $7400. 
Should have retail approach. 

D - Copy, planning, client contact. Penn. 
To 40. Salary open. 

E - Junior. Advertising Agency. 1 to 3 
years experience. Wisconsin. $5200. 
MARKET a, MAN - cere 
Agency, Chicago. 4 years experien 
teat and product research. $6500 to 


PeOGRAM DIRECTOR ‘(Radio-TV) Net- 
work station located in Michigan. Salary 
open. Radio-TV Times salesmen. Network 
Station - Iowa. 

ART DIRECTOR, Illustrators, Layoutmen, 
Package Designers. Various locations. Top 
salaries. 

ZINSER PERSONNEL SERVICE 

79 W. Monroe St. Chicago, Ill. 


ADVERTISING SPACE SALESMAN 
Top ABC-ABP publication in an expand- 
ing major market has opening for space 
salesman. Handle Cleveland office, and 
cover Ohio, western New York and west- 
ern Pennsylvania. Salary, commission and 
expenses. Age 30-40. To apply, submit 
written resume of experience, personal 
data and state salary requirements. 

Box 7371, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING PLACEMENTS 
BOB CRAIG 

EMPLOYERS SERVICE BUREAU 
6 N. Michigan Chicago, Ill. FI-6-1155 


COPYWRITERS! 


Here’s your chance to escape the 
mad pace of metropolitan Chi- 
cago. 

Think of it ... all the pres- 
tige and experience of national 
account work in the relaxed 
atmosphere of a small town, and 
we're within easy driving dis- 
tance of Chicago. Our young, 
aggressive agency needs two tal- 
ented writers with a backlog of 
hard goods experience. Submit 
that résumé now, along with sal- 
ary requirements. All replies 
confidential, of course. Write Box 
298, ADVERTISING AGE, 200 
E. Illinois St., Chicago 11, Ill. 


ART DIRECTOR 

|Broad experience to head up 3-man de- 
|partment in aggressive north central 
Ohio agency. Pleasant working, living 
conditions and important earnings for im- 


publication space to TV. Send complete 
data to 

Box 7363, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


MOLENE PERSONNEL 
SPECIALIST IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 3, ILL. 


ADVERTISING COPY WRITER. . .with ad 
agency experience in both trade and na- 
tional advertising particularly in hard 
goods; must be able to develop own 
roughs and campaign ideas. This is al. 
opening for a man who seeks a perma- 
nent position with a solid, 30-year-old, 
moderate size, growing Chicago agency. 
Give full details of your experience and 
salary expectations in your application. 

Box 7360, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

FRED J. MASTERSON 

ADVERTISING - PUBLISHING 
All types of positions for men and women, 
85 N. Wabash FR 2-0115 Chicago 


WANTED: Editorial Assistant and Special 
Reporter semi-technical fortnightly Chi- 
eago trade journal coatings field. Should 
know chemistry and printing makeup. 
Permanent position, Howard St. district. 
Write giving age, schooling and exper- 
ience. 
Box 7377, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 

FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENTS 
209 S. State HA 7-1991 


WANTED-SPACE SALESMAN 
for established industrial magazine cover- 
ing live market. Age 35 years or under— 
salary open. Send complete resume for 
interview latter part of week of March 14. 
Box 7368, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


BARNARD’S ALERT EMP. SYSTEM 


ART DIRECTOR 


rector...one whose experience is heavy 
on smart fast visuals, type casting, and 
the know-how of final art production. 
Most of our accounts are of the industrial 
nature but we do have several Al con- 


also use a lot of direct mail and sales 
promotion. Write giving experience and 
salary desired. 
THE JAY H. MAISH COMPANY 
Marion, Ohio 


PERMANENT POSITION for experienced, 
competent photo retoucher in mid-west 
city of 125.000. Please write giving full 
details of experience, family, etc. Will ar- 
range later for samples and interview. 
Box 7349, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


YOUR CLASSIFIED 
ADVERTISEMENTS HERE 
WILL GET RESULTS 


portant creative work on everything from | 


Chicago | 


NATIONWIDE 
BE SURE AT BARNARD’S 
Adv. Art Publ’g Research 
WA 2-2306 202 S. State Chicago | 


We are looking for a top-notch Art Di- | 


sumer clients. Besides space, our clients | 


a Media Director 


councils of the company. 


industrial products, consumer 
Exhibit the personal capacity 


value to the agency. 


mendations. 


“why? ” 


Wanted: A replacement for 


to an even more important job in a $19,000,000 agency ! 


This is a rare and challenging opportunity . . . for the right 
person will have complete charge of a large department con- 
sidered so important to the agency that the last two directors 
have moved up to even more important jobs in the executive 


The person we are looking for will be selected 
from among applicants who... 


Range in age from the late twenties through the mid thirties. 


Have extensive experience of both print and broadcast media 
...4in a variety of product fields. (Our work embraces these 
areas among others: food, drug, liquor, agricultural and 


five men and fourteen women, and to help them increase their 


Believe implicitly that media selection is an important func- 
tion of the advertising agency. 


Consider it axiomatic that both logical and critical thought 
are essential to sound media selection . 
time deplore the absence of imagination in many media recom- 


Recognize that media work, like all tasks that involve prob- 
lem-solving, thrives upon the judicious use of the question 


If you are interested in talking with us, please contact 
Philip R. Smith, 
Gardner Advertising Company, 915 Olive St., St. Louis 1, Mo. 


who is moving up 


services.) 
to administer a department of 


. . and at the same 


POSITIONS WANTED 


POSITIONS WANTED 


COPYWRITER, REAL PRO, 
PART TIME ; 

One of the top advertising idea men in 
New England wants to stay here. So now 
you can tap the ability and experience of 
this agency copy chief on a part-time 
basis. Broad background in consumer and 
industrial advertising. Includes direct 
mail, outdoor, radio, TV. Want copy that 
sings as it sells for your accounts? 

Box 7373, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


CONNECTION WANTED with Chicago 
|agency billing less than 4 million (not 
|much less). Presently doing copy. Have 
j}done radio, direct mail, rough layouts 
and production. Age 26. Like to make 
money, Replies confidential. Box 17367, 
ADVERTISING AGE, 200 E. Illinois St., 
Chicago 11, Il. 

EDITORIAL - PUBLIC RELATIONS 
Chicago; 10 yrs. exp.; B.A.; 29. Fluent 
German. Box 7370, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Il. 

Four Artists For the Price of One! 

1. Art Director - Progressive, Experienced. 
2. Illustrator - All mediums. Imaginative. 
3. Layout Man - Dramatic, Crisp, Fast. 
4. Cartoonist - Fresh individual style. 

I am now handling art directorship on top 
national accounts. Will relocate. $10,000. 
Box 7361, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
Exec. Salesman - 40, extensive exp. de- 
sires to represent trade pub. - Chgo. area. 
Box 7376, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
Aggressive well-rounded advertising man 
for agency or manufacturer. Housewares 


and Industrial background in copywrit- | 
‘ing, merchandising and production. Adv. | Yams of experience with consumer and 


Box 17372, ADVERTISING AGE, 
Chicago 11, Il. 


| major. 
200 E. Illinois St., 
| ADVERTISING MANAGER 
| Seasoned copywriter. Solid background in 
|contact, production, budgets. 61% 
|€xp. on major appliances, building prod- 
}ucts. others, at both agency and manu- 
| facturer level. 
Box 7374, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


“Our 44th Year” 


NAT'L. AGCY. COPY $20,000 


Unusual o ng for creative copy 
position with large multi-city Mid- 
west agcy. Name brand consumer 
experience necessary. 


GLADER CORPORATION 


“The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn St. CE6-5353 Chicago 


RETIREMENT 
OF SENIOR EXECUTIVE 


. .. brings unusual 4-A agency 
opportunity for seasoned ad- 
vertising man. Chicago head- 
quarters. One we seek possibly 
now top-level executive with 
agency or substantial advertiser. 
Outstanding profit-sharing, 
ownership and retirement bene- 
fits. All communications corn- 
pletely confidential. 

Box 293, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


years | 


Do you have experience with 
Network Radio and Television? 
Can you handle clearances, rates 
and discount structures? Can 
you use ratings information 
properly? Have you had Media 
administration and supervisory 
responsibility? Do you like to 
work with the client? If the an- 
swer is YES to the above we 
have an opening with a fast 
growing progressive agency. 

Box 296 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


|}and trade space to national accounts in 


| Skillfully drawn in ink on 814”x11” bris- 
| tol. Four drawings for $10.00. Satisfac- | 


| Box 162, Washington Bridge Station, New 
York 33, N. Y. 


ADVERTISING 
LAYOUT MEN! 
Can You Qualify? 


One of Chicago’s leading studios 
is seeking top talent to round 
out its layout and design depart- 
ment. This is an exceptional op- 
portunity and we want an ex- 
ceptional man. He must be highly 
creative, yet practical in his 
approach. He must be thorough, 
yet fast in execution. He must 
be analytical, yet flexible in his 
thinking. He must take pride in 
his work, yet he must not be a 
prima donna. And he must be 
willing to work! We know what 
we want and we are ready to 
pay for it. Send your résumé 
and salary requirements to: 

Box 299, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


| top-flight agencies; 


ADVERTISING SPACE SALESMAN 
Outstanding record in selling consumer 


New York area. Available near future. 
Box 7375, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


AD COPY, SALES LETTERS, ETC. | 
9 yrs. top prom. free lance for mfrs. & | 
agcy. spillover. 

Box 7369, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, fl. 


Chicago publications, P. R. position sought 
by ex-newspaperman (9 years) who han- 
dled public relations, publicity on one of | 
years outstanding national stories. Single, 
31. Box 7364, ADVERTISING AGE, 200 E 
Illinois St., Chicago 11, Ill. 


Advertising woman with 15 years com- 
plete agency experience. Also experience 
as Advertising Manager of manufacturing 
firm. Single, can locate almost any where. 
Available April Ist. 

Box 7366, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


LAYOUT ARTIST - INDUSTRIAL WISE 

Creative, versatile, experienced. Rough 

oe Knows type & production. 
e. 


Box 7362, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


FREE LANCE COPY: Over 30 yrs. with 
skilled in all print 
media including industrial. Also sales pro, 
point-of-purchase; dealer and salesmen’s 
training slide films, flip sheets; broad- 
sides, booklets, folders, catalogs. Harold 
G. Anderson, 1366 N. Dearborn, Chicago, 
DE 7-2018. If no answer, call WE 9 3701. 


ADVERTISING SPACE SALESMAN - 15 


~~ 


trade publications. Excellent record. De- 
sires position in New York area. 

Box 7348, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


BUSINESS OPPORTUNITIES 


We have client 
thoroughly experienced in 
space advertising 
WISHES TO PURCHASE 
SMALL RECOGNIZED AGENCY 
Box 336, 1474 Bway, NYC 


MISCELLANEOUS 


RESEARCH Advertising, trademarks, 
brands, slogans etc. top source 
Americana library. Free literature. 
WARSHAW, 126 W. 97th St., N. Y. 


CARTOONS FROM Y@UR IDEAS 


tion or money back. J. R. Jacobs, P. O. | 


HAND-LETTERING on film 


$1 a word—all styles. No minimum, 
no “extras’’. Glossy print for repro- 
duction. 24 hour service—delivery 
anywhere in USA. Order from Style 
Book A free on request. Film Let- 


tering Div., Rapid pographers, 
ee, me East 46, New York 17. MU 


ADVERTISING PERSONNEL 
Employer—Employee 
Investigate 
our active confidential service. 
Betty Clem 
DRAKE PERSONNEL, INC. 
Suite 1009 
7. W. Madison * Financial 6-2100 * Chicago 2, III. 


| 
| 
| 
| 


ART DIRECTOR WANTED 


Hustling Midwestern agency 
needs a sound-thinking, young 
man with ideas and the ability 
to breathe life into them on the 
“board”. He must be capable of 
visualizing and developing com- 
plete campaigns, including col- 
lateral materials, for a diversified 


Don’t Litigate, 
Arbitrate, Simon 
Tells Agency Men 


(Continued from Page 2) 


single issue of ADVERTISING AGE 
which dealt with a legal phase of 
advertising. Today we see agencies 
suing their account men, and vice 
versa, magazines suing magazines, 
advertisers suing networks, idea 
claimants suing advertisers and 
agencies, stockholders suing cor- 
porate officers, and the govern- 
ment suing everybody.” 

“All these are symptomatic of 
the atmosphere in which advertis- 
ing is living today,” he added. 


® Mr. Simon proposed that agen- 
cies take the following steps to 
steer clear of law courts: 

1. Prepare for termination prob- 
lems with clients by talking about 
such things now. 

2. Have written contracts with 


clients, if only a letter form of con- 


tract. 

3. The contract should cover set- 
tlement provisions. 

Mr. Simon also urged compro- 
mise, and if that fails, arbitration. 

He added that, “if ever there 
was a case that should have been 
arbitrated” it is the current legal 
hassle between Cowan Publishing 


Co. (Radio-Television Service 
Dealer) and Caldwell-Clements 
(Technician). 


“The only question between 
these parties really is: Did Tech- 
nician tell the truth about its cir- 
culation?” 


_ oe eR RRR EE 
ADV. AGENCY V.P. 
$20,000 - $30,000 


Top-flight 4-A agency seeks high-level 
Account Executive, heavy foods and pack- 
aged goods background. Right man will be 
appointed Vice President and given stock 
option. A rare opportunity with one of 
America’s fastest-growing agencies. Nego- 
tiations handled on highly confidential 


plane. 

GEORGE E. PYLKAS 
Executive Advertising Consultant 
Cadillac Employment Agency, Inc. 

220 S. State Street - WA 2-4800 


WEST COAST 
PUBLISHERS’ REP. 


coastwide organization 

seeks 1 or 2 additional maga- 
. Owner will be in Chi- 
cago and New York mid March 
for interviews. 


WILLIAM A. AYRES CO. 


233 Sansome St., San Francisco 
YUkon 6-2981 


ADVERTISING SPACE SELLING OPPOR- 
TUNITY— Well seasoned space represent- 
ative has opportunity to become associated 
with one of the laregst publishers of busi- 
ness papers. Position open in Ohio terri- 
tory on long established ABC publications. 
Applicant must have industrial paper ex- 
perience. Salary and commission arrange- 
ment provides top compensation. Box 295, 
ADVERTISING AGE, 200 E. Illinois St., 
Chicago 11, Illinois. 


list of accounts. You may be 
their man. Send a_ complete 
résumé along with salary re- 
quirements to: 


Box 297, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Know the 
~ Farm Market? 


If you do, there is a real opportunity 
| for you in a 4-A, midwestern agency 
| handling important farm accounts. You 

will do contact and merchandising 

work under the direction of older men 
_ who have specialized in farm paper ad- 
| vertising and rural marketing. Your 
opportunity is to take some of the load 
off their shoulders and eventually take 
over when you have proved yourself. 

The agency is well established, finan- 

cially sound, and with a phenomenally 

low turnover of both accounts and em- 
ployees. Write in detail, giving your 
background, experience, age, and sal- 
ary requirements. Our own people 
| know of this advertisement. 

| Box294 ADVERTISING AGE 

| 200 E. Illinois St. Chicago 11, Ill. 
_ Rae RR i ne ene Lert Re A RRR RoR 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 

By appointment only 


59 E. MADISON + SUITE 1408 
CEntral 6-5670 


PBIRCH 


* * 

I Executive 
Placement 
Counselors 


COLLECTORS-ADJUSTORS 
For the Industry 
Representatives Coast to Coast 
STATIONS AND MEDIA ACCOUNTS 
RECEIVABLE 

No Collection—No Commissions 
STANDARD ACTUARIAL WARRANTY CO. 
220 W 42 New York 36 - Lo 5-5990 


DOUG SMITH, INC. 


A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 
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Advertising Age, March 14, 1955 
WILLIAM W. SMITH 


POUGHKEEPSIE, N. Y., March 8— 
William W. Smith II, 67, president 
and fourth generation descendant 
of the founder of Smith Bros. 
Cough Drops, died here yesterday 
of a heart attack. 

Mr. Smith was the sole possessor 
of the mysterious formula that 
made the 5¢ cough drop a million 
dollar property. Twice each year 
for the past 40 years, Mr. Smith 
retired to a vaulted room to mix 
the formula passed down to him 
by his grandfather, the original 
William Smith, whose portrait is 
the first of the bearded pair still 
printed on the cough drop boxes. 
The original William and _ his 
brother, Andrew, became known, 
both to their friends and to cough 
drop users, as “Trade” and 
“Mark.” 

The formula, which Mr. Smith 
mixed each spring and fall, was 
first used by James Smith, father 
of William and Andrew. He was a 
Scottish candy maker, who is sup- 
posed to have bought the recipe 
from a notions peddler for $5. 

Family tradition decreed that the 
formula remain in the possession 
of the eldest son. It is assumed 
now that it will pass to Mr. Smith’s 
younger brother, Robert L., v.p. 
of the company. 

Mr. Smith carried on the tradi- 
tion of economy for which the 
family had become famous, He ar- 
rived at his office precisely at 
7:40 a.m. He shared a secretary 
with his brother, and if the secre- 
tary was taking dictation from his 
brother, Mr. Smith typed his own 
business correspondence. 

Born here, Mr. Smith was an 
honor student at Riverview Mili- 
tary Academy and was graduated 
with honors from Williams Col- 
lege, where he was elected to Phi 
Beta Kappa. 


WILLIAM H. BARSBY 

St. PETEeRsBuRG, March 8—Wil- 
liam H. Barsby, 67, retired admin- 
istrative v.p. of Radio Corp. of 
America Communications, died at 
his home here March 5. Born in 
Leicester, England, he became a 
telegrapher in the British Post Of- 
fice. He came to the U. S. in 1913 
and took a job with Commercial 
Cable Co., New York. Later he 
shifted to the Marconi Telegraph 
Co. During World War I he assisted 
in setting up the first central radio 
office for the Navy in Washington. 
With the reorganization of the 
Marconi company after the war, 
Mr. Barsby continued with the 
new company until his retirement. 


WILLIAM S. MYERSON 

New York, March 8—William 
S. Myerson, 48, advertising mana- 
ger and a member of the execu- 
tive board of Gimbel Bros., New 
York, died yesterday at Montefiore 
Hospital after a long illness. A 
graduate of New York University, 
Mr. Myerson began his career 
with R. H. Macy as a production 
man in the advertising depart- 
ment. He joined Gimbel’s in 1933 
as production manager, and was 
subsequently assistant advertising 
manager and advertising manager. 
From 1942 to 1946 he was on mili- 
tary leave of absence. He served 
with the army in the Pacific thea- 
ter, attaining the rank of captain; 
he was awarded the Bronze Star. 


RAYNOR D. COTTAM 

Str. Louis, March 8—Raynor D. 
Cottam, 77, former advertising 
manager of Grove Laboratories, 
died March 6 after a brief illness, 
at Missouri Baptist Hospital. He 
retired 21 years ago after 30 years’ 
service with Grove. 


EVELYN GLAZEBROOK 

OcpEN, UTAH, March 9—Mrs. 
Evelyn Glasmann Glazebrook, 86, 
president of the Ogden Standard- 
Examiner Publishing Co., died last 
week after a long illness. She had 
been associated with the newspa- 
per since 1892. 
She was born in 1868 and mar- 


|ried William Glasmann in June, 
1890. Mr. Glasmann purchased the 
- Ogden Standard in 1892, becom- 
ing its editor and publisher. 

When he died in 1916, Mrs. 
Glasmann assumed direction of 
the paper, taking an active part 
in the management during World 
War I. In January, 1920, she mar- 
ried J. S. Glazebrook, who died 
in 1940. 

She was the mother of A. L. 
Glasmann, publisher and editor; 
Blaine V. Glasmann, manager of 
the classified ad department of 
the paper, and Roscoe C. Glas- 
mann and William Glasmann, 
theater men. 


RICHARD SANDERSON 

New York, March 7—Richard 
Sanderson, 66, v.p. and secretary 
of Family Circle Inc., publisher of 
Family Circle Magazine, died last 
night at his home in Madison, N. J. 
Mr. Sanderson, a director of the 
company, had been associated 
with the magazine since it was 
established in 1932. Earlier, he 
had been with Merrill Lynch, 


Pierce, Fenner & Beane, New York 
stock broker. 


NELSON McLAUGHLIN 

Houston, March 8—Nelson Mc- 
Laughlin, 57, consultant for Bren- 
nan Advertising Agency here, 
died suddenly of a heart attack, 
Feb. 26. Born in New York, he was 
the son of Jennie Hart McLaugh- 
lin, famed artist and associate of 
Frank Alvah Parsons, head of the 
New York School of Fine and 
Applied Arts. Following overseas 
service in World War I, he was 
graduated from New York Univer- 
sity, where he was one of only 
six students ever selected by 
George Burton Hotchkiss for a 
graduate seminar in copywriting. 
Later Mr. McLaughlin collabo- 
rated with Professor Hotchkiss in 
writing a leading textbook in copy- 
writing, “Advertising Copy.” 

Mr. McLaughlin was merchan- 
dising manager in charge of tire 
division advertising and sales pro- 
motion for U. S. Rubber Co., and 
later assistant manager of the 
merchandising division of Mc- 
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, Cann-Erickson, New York. Subse- 
quently he formed his own agency 
in New York, called Point O’ 
Sales Advertising. He became con- 
sultant for the Brennan agency, 
and in 1954 joined the staff full 


time, working out of Sells, Phoe- 
In De- 
cember he moved to the Houston 
where he specialized in 
sales promotion and advertising 


nix and Prescott, Ariz. 
office, 


copywriting. 


You See What Is Happening At A Glance 


ona | em = % BOARDMASTER Visual Control 


Saves You Time, Money. 


% Gives Graphic Picture of Your 
Operations at a Glance. 


%& Simple to Operate, Type or 
write on Cards, Snap in Grooves. 


%& Ideal for Production, Traffic, 
Sales, Inventory, Scheduling, Etc. 


%& Made of Metal. Compact and 
Attractive. Over 50,000 in Use. 


Full price $ 49° with cards 


F R E E 24-page illustrated 


BOOKLET No. V-500 
Write Today for Your Copy 


Without Obligation 


GRAPHIC SYSTEMS, 55 West 42nd St., New York 36 


This Coupon 
Brings You 
Facts on How 


eceoeereceeeaeveeeeeteeaeesseeeeneeseeee2eeee e @ 


Your Product 
Rates in 
Portland, Oregon 


SECOND 


CHECK THESE SURVEYED SALES FACTS: 


1. Product usage in the permanent Portland home market. 
2. Brand acceptance— yours and your competitor's. 

3. Grocery and drug store check of brand distribution. 
4. Media penetration and duplication. 


5. Family characteristics. 


r 
| 
| 
| 
| 
| 
| 
| 
Please send it to: 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 


THE OREGONIAN, 


YE S , | want a copy of The Oregonian’s 
Consumer Inventory of TOP TEN BRANDS. 


Name 


Portland 1, Oregon 


Firm 


ANNUAL 


NOW! The Oregonian’s 


Consumer Inventory of Portland’s 


TOP TEN BRANDS 


and STORE DISTRIBUTION CHECK 


NOW, for the second year, you can know how your product rates 
in the buying homes of Portland, Oregon —marketing center 
for 134-million consumers. 


The Oregonian brings you a complete and authentic personal interview 
survey of product usage and brand purchases. Here are facts about 
your brand. A simultaneous store check gives comparisons between 
acceptance and distribution. Prepared by Dan E. Clark II & Associates, Inc. 
Available after February 1. 


RESERVE YOUR COPY NOW FROM 


the Oregonian 


/ORTLAND, OREGON 


Largest Circulation in the Pacific Northwest 
236,289 Daily — 294,216 Sunday 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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the Companion 


caters to the Queen in her Castle! 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N. Y. 
— Publishers of Woman’s Home Companion, Collier’s, The American Magazine 


working for the money! 


...and since this Queen is a typical COMPANION reader — 

she is buying more bread and honey than the average shopper. 
For the ComPANION reader has a larger than average family. 
Her mind is on her home—and her home is her castle! 

Buying bread and honey is just one part of*the job of running 
the castle. 

It’s a big job. Her job. And ComPANION editors know it. That’s 
why they give her what she wants . .. homemaking and 
meal-planning help — child-care advice—beauty and fashion tips 
and the best in fiction. The ComPANION is her friend and her 
guide — she believes and trusts what she reads in it. 

So be sure your advertising is in the right place, at the right 
time — in the COMPANION every month! 
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